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BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 
Pearl St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, 
Albany, Poughkeepsie, and Erie, Pa. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico 
St., Los Angeles, and 160 Seventh St., San Francisco. Branch 
offices and warehouses at Oakland, Fresno, Sacramento and San 
Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national ad- 
vertisers. Est. 1916. Hundreds of national advertisers as references. 
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CINCINNATI DISPLAY SERVICE 


Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO 











A GUIDE FOR THE NATIONAL ADVERTISER 


KANSAS CITY—National Displays Co., 3025% Troost Ave. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as 
Trenton—the world’s richest market. We install “merchandised” 
displays that create sales instead of ordinary installations. Ref- 
erences from any national advertiser we have ever worked for. 
Write for booklet, “Merchandised Window Displays.” 





NEW JERSEY—New Jersey Window Display Service, Inc., 
501 Ogden St., Newark, N. J. A reliable and modern window dis- 
play service, offering the finest type of window display installa- 
tions throughout the state. 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, 
Lake Charles, Monroe and Shreveport, La. 








PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsy!vania, New Jersey and Delaware. Write for a 
list of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Coverning western Pennsylvania, eastern Ohio, northern 
West Virginia. Quality and service that satisfies. 

















CINCINNATI, OHIO—Cincinnati Display Service, 519 Main 
Street, Walter G. Vosler. A dependable service covering southern 
Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare 
Rd., Cleveland Heights. Window installations that sell goods and 
house-to-house advertising distributors. A responsible coverage of 
the Cleveland market. 





CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON W. VA.—Union Bank Bldg. CHARLESTON, W. 
Va.—Daniel Boone Hotel Bldg. West Virginia Advertising Co. A 
modern service that satisfies its clients. 





PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust 
Street. Covering western Pennsylvania, eastern Ohio and north- 
ern West Virginia. Cooperating with retail trade associations. 
Bank references and list of satisfied customers on request. Under 


personal supervision of R. C. Vaughn, vice-president and sales 
manager. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main 
Street. Write L. M. McMahon for data concerning outhern New 
England territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main Street. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display 
Service. A. H. Olson, Manager. A reliable display service. 
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At left, a fine view of the Art Museum, Forest Park, 
St. Louis, Mo. Director Rogers will appear on the 
1. A. D. M. convention program and will arrange a 
specially conducted tour through the museum for 
1. A. D. M. delegates. At right, a night glimpse of 
the new Light Tower, which flanks the St. Louis 
Municipal Opera's newly rebuilt stage. Convention 
visitors will attend a performance of the Muny Opera 
as a star feature of the |. A. D. M. convention pro- 
gram. The convention will be held August 5 to 8 
and will attract a record attendance. Every display- 
man should arrange now to attend. 


OUR NEXT ISSUE 


The August issue will carry a 
complete report of the thirty- 
eighth annual convention of the 
International Association of Dis- 
play Men, to be held at St. 
Louis, August 5 to 8. 


1935 


“Advertising is but a descriptive preview of 
some merchandise drama; the window display 
is the legitimate stage with real merchandise 
characters, word-perfect as to their lines of 
quality, utility, and economy. The show card 
is the program. It is a continuous perform- 
ance. But if it is a good show, you can bank 
on a complete sell-out. Dramatization is one 
of the most important phases of modern retail- 
ing.''—Clifford J. Carew. 
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(What Is This L A. D. M? 


This organization of the International Association of Display Men was 
originally conceived, established and is perpetuated in that spirit of unself- 
ishness so essential to the conception, birth and development of any truly 











Aims and Objectives of the 
AS Bae. 





great and important institution destined to outlive its founders. 


Great 


principles and splendid purposes characterize its foundation and these have 





To effectuate through and by or- 


(Adapted been its source of invisible strength in its trials and tribulations during ganization, the following beneficent 
from the nearly half a century of its history. The organization has thrived and consequences to (1) those who prac- 
Preamble d when it has been kept in line with its basic principles. It has tice the art of display; (2) those who 

b progressed whe a p Pp emg : buy and use display; (3) those who 
tothe | failed to thrive and progress only when and to that extent that its direction sell display, and (4) those who manu- 

Constitution },,, departed from its basic principles. The organization embodies volun- facture and distribute materials, de- 

of the tary coordination of effort among its members to the accomplishment of vices and ideas: 

I. A. D. M.) good ends through fair and honest means and methods. It is dedicated wae establish and maintain a Code of 
to individual protection and advancement through collection action; to the Seaehie ar ie eee ae Pag B 
development of the uninitiated; to broadening the more experienced, and, Bes psa of display. 

‘ Z : : o induce cooperation in all ways and 
in general, influencing the profession ; eras iain en og a cag all one. “ery reg contribute 
¥ irit and cai an eservi pos Im- o the common welfare of the industry as 
at large through ans “AA sp portance in modern business. This . whole and therefore to each local group, 
the trained mind O t e true artisan. is progress and this progress has sen ssggmcc ei therein. 
The dream in the mind of that man been developed and hastened both hiatibehin shunarees See oe meereeiee 
who first conceived this organization directly and indirectly by and gent ane constant progress, per- 
cies eas ‘ 2 manent stability, respect for, and under- 
has become a very real and powerful act nh woes pwieinrecomyes = ni standing of, the intrinsic values of dis- 
institution. The years of time that egg petieeglannas ng 2 fe sudan! Wisy At suterel acoclerstoe —— 
have been consumed in thought and If we have not progressed as far To multiply the effectiveness and power 
work by all who have contributed to as we might have, the fault and the of our actual numerical strength by a 
: 5 - Agee hit Ri ee a, aed display Besa smooth _ faery coordination of 
er the nurture an rowth o he organ- s every member in the accomplishment of a 
Appreciation g because of our failure to cooperate single purpose at or by a given time. 


for Founders 


ization have been years well spent. 
For as a result of all these things, 
we who represent the display pro- 
fession of today are privileged to 
work under infinitely improved con- 
ditions and within a wider scope of 
opportunities than at any period of 
time in the past, the depression not- 
withstanding. 

Through the influence of this or- 
ganization, the display profession has 
become an institution within itself. 


one with another and work in co- 
ordination within the organization 
and in accordance with its principles, 
thus making use of it as the instru- 
mentality to accomplish deserving 
ends. 

It has been only through the ad- 
vantages which organization makes 
possible that display men _ have 
gained in knowledge and _ position 
and have reached that status which 
they now enjoy. It will be only 
through using organization princi- 
ples that display men of today can 


To never use our power in behalf of an 
unrighteous cause or to an unfair advan- 
tage, but to accomplish all ends once de- 
cided without fear or compromise, how- 
ever long it may take. 


To overcome ignorance and unfair or 
inequitable tactics that may be in prac- 
tice by our members or be practiced by 
others against our members. 


To strive, at all times and in all ways, 
to make our organization serve as an in- 
strument for collecting valuable ideas and 
information from all sources and in the 
dissemination of the best of these to all 
members in the shortest space of time. 

To seek out facts, principles, ways and 
means from the most skillful and brilliant 
hands and minds from within or without 


Display thas been publicized and.pro- TOSSIY | atta ent tnt eee FL ine eta eed eee: nena, Se 
. wR tea shou e eirs today. ispla 
Display moted until its importance has _ be- worth and ihe Pg BP 3 vad a the eet ee be 7 aula 
- eth: sa : an e standards be thus raise 

Estate come recognized and more nearly doubled within a year if ALL dis- To relieve unemployment by assisting 
Can Be valued at its proper worth by other play men would GET TOGETHER deserving pens aah Mocs men in ae: 
s ‘ * 4 . curing a position, us preventing the 
eng institutions that buy and use dis- oa ie Ge i hag pee ge yaar of underbidding sal- 

na reat ; is jedesterie s 1 aries of men who are employed. | 
If Displ play. The eee of display has petty objections. The estate of dis- To plan for progressive accomplishment 
isplay been established, its principles play and of all display men could and work the plan progressively to the 
Men Will ; ‘ “s desired end, rather than drifting along 
proven, understood and made appli- be increased approximately 100 per without plan, purpose or work, hoping and 

Be Men! cable to display problems. Qualified cent if only a majority of display waiting for a lucky break to happen. 


display artisans have been accorded 
recognition as executives if not pro- 
fessionals. The art and science of 
display has been elevated to its logi- 


men would but show the good judg- 
ment to join and support the I. A. 
D. M. and then if necessary, MAKE 
IT WORK FOR THEIR DESERV- 
ING ENDS. 





To encourage, inspire and promote in- 
dividual initiative and independence. 

To learn how to act with each other in 
obtaining common ends, while learning 
better how to think for oneself. 











If you consider yourself a worthy display man and want to do your duty 
to yourself and your profession, write today for a membership application. 
Become a citizen-member of the Association dedicated to your betterment. 


Address your letter to: 


J. DUNCAN WILLIAMS, Executive Secretary 


International Association of Display Men, 509 South Franklin Street, Chicago, Illinois 
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Measuring Display Circulation 
Ly Display Iypes 


It seems to me that in general we have 
definitely lacked any standards by which to 
determine the comparative value of display 
by types. This, I believe, is definitely neces- 
sary before stores can come to realize the 
importance of the proper set-up and bud- 
gets with which to have the most valuable 


types of window and interior display pro- . 


motions. 

We see and speak of display costs in terms 
of per cent to gross sales, in general the 
budgets continue to control display produc- 
tiveness by reason of precedent rather than 
analysis of what display can accomplish if 
brought up to date with best promotion 
methods. 

Display Compared with Advertising Media. 
—We measure other advertising media (bill- 
board, magazine, radio, newspaper, etc.) a 
bit different even though the final cost is also 
tabulated to gross sales. The per cent of 
final cost is many times higher than that of 
display, mainly because the store believes 
it can justify the expense or investment. 

In observing display promotion carefully, 
I see definitely three types—Class C “or- 
dinary,” Class B “neat and orderly,” Class 
C “dramatized” display. 

Ordinary Display.—This is the type of dis- 
play that is amateurishly done, or in other 
words, the old-fashioned type where stores 
believe that by crowding everything possible 
into the window they have the best average 
chance of selling everything. Many chains 
and syndicates continue to use this method 
and force their stores, by instruction from 
headquarters, to “pile the merchandise high.” 
This becomes true loss both from point of 
operating cost for time involved and shrink- 
age and mark-downs for merchandise dam- 
aged. This is what I term true economic 
waste because it does not attract attention or 
stop people, and, therefore, it cannot sell goods. 
Yet because some stores using this method 
continue to show a profit, they believe that 





*An address delivered at the convention of the 
National Retail Dry Goods Association, Chicago, 
June, 1935. 


By W. L. STENSGAARD* 
W. L. Stensgaard & Associates, Inc. 
Chicago, Ill. 





CIRCULATION HAS 
DEFINITE VALUE 
It is more expensive to have ordinary 
or mute and inanimate display displays. 
Your window and interior circulation 
can only be valued in direct ratio to sales. 


That value depends cn your ability to do 
a consistently good job of merchandise 
presentation with dramatization. 


Many stores with best profits showings 
have already learned how to do this. 











everything they do including display is def- 
initely right. 

Neat and Orderly Display.—This is the 
class of display that because of policy of the 
store and respect for windows, good taste 
is used in placing the merchandise neatly and 
in changing the windows. often, perhaps once 
each week. True, this is much better than 
the “ordinary” classification. It is at least 
an opportunity to show merchandise in such 
a manner that it appears to have value and 
it is somewhat easy to look at and shop from. 
This is the method most generally employed 
today by the medium and better class depart- 
ment stores, with, of course, the occasional 
injection of an event or displays of the type 
that I will describe next. 

Dramatized Display.—This is the type) of 
display that not alone shows the merchan- 
dise but dramatically portrays and emphasizes 
the utility, style or purpose of the merchan- 
dise. The human mind thinks in pictures, 
not words. This fact can never be denied. 
Therefore, “dramatic” displays merely be- 
come the picture from which the consumer 
can most quickly obtain a complete mental 
impression through the eye. Advertising has 
value only in relationship to the definite im- 
pressions it makes and leaves on the reader 
or observer. Impressions can only be made 
on people reached by advertising or display; 
thus, such people become “circulation.” 


“Dramatized” display proves itself most valu- 
able by compariscn. 

Display Circulation by Types.—Millions of 
persons passing thousands of windows every 
hour of the day in this land may be divided 
into three types. First, all those who pass 
the window may be classified “billboard” type 
of circulation; second, those who pass and 
actually look at the windows, and these we 
can term as “interested shopping” circulation ; 
third, the “buying” circulation are those who 
are actually stopped to shop the display. All 
circulation is valuable only in ratio to our 
ability to conquer it. This is determined by 
the ability of the window to do a dramatic 
selling job. 

Why Does This Determine the Value ?— 
Suppose you are looking through a magazine. 
If you turned every page, would you read 
every ad? Certainly not! Yet all advertisers 
in that magazine were assured of a circula- 
tion of hundreds of thousands or millions. 
But only the ads that actually are read (and 
this in most cases means “dramatic” adver- 
tisements easy to read) conquer the largest 
percentage of their circulation. Each window 
becomes nothing more than a direct com- 
parison to each page of advertising in a maga- 
zine or newspaper. Thus, only the windows 
that stop people receive the benefit of this 
vast circulation, which is continually passing 
the nation’s most undeveloped media for dra- 
matic presentation of merchandise. 

What Governs These Three Types of Cir- 
culation?—There are several things which 
might affect the three types of circulation— 
the size of the city, the location of the store, 
the weather conditions. Store locations are 
selected because of circulation, the more cir- 
culation the more valuable the location and 
the higher the rent. Therefore, we pay for 
the circulation whether we do anything about 
it in the displays or not. 

Survey Proves These Facts.—In order to 
have a very complete picture and an unbiased 
conclusion, I have made a very careful and 
thorough survey of windows recently, taking 
into consideration the factors which might 
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govern the three types of circulation. These 
windows were located in three major cities 
and were selected so that they would receive 
approximately the same amount of “billboard” 
type circulation, they were across the street 
from each other, in the same block, or per- 
haps two windows in the same store within 
a few feet of each other. All were surveyed 
during the shopping hours of the day and 
under similar weather conditions. These fac- 
tors governing circulation being equal for all 
windows surveyed, we have two remaining 
factors—the kind of merchandise on display, 
and the method of presentation. We com- 
pared these by selecting windows displaying 
different merchandise and using different 
methods of presentation. 

Methods of Presentation—Three distinct 
methods of presentaiton were chosen. The 
window with a mass display, which has many 
different kinds of merchandise and as much 
of it as can possibly be installed. This is 
usually the conventional “mass” arrangement. 
Secondly, there. is the window with a very 
neat arrangement of merchandise and prop- 
erties but which lacks a definite tie-up with 
the merchandise on display. Thirdly, there 
is a window that is fully dramatized with 
careful attention given to the placing of prop- 
erties and merchandise, plus the dramatization 
of the outstanding features of the merchan- 
dise itself. 

I have prepared charts in order that you 
may clearly see the types of display, the cir- 
culation figures and the net result. I have 
further projected these figures so that you 
may vividly realize what these comparisons 
mean when considered over any reasonable 
pericd of time. 

In comparing the “buying” type of circu- 
lation as created by the dramatized display 
(chart A) versus that of the same circulation 
with the “ordinary” display (chart C) it is 
seen that the dramatized window actually 
stops almost three times as many people. A 
comparison of the “buying” circulation of 
the dramatized display (chart A) versus the 
“buying” circulation of the “neat and orderly” 
display (chart B) reveals again that the 
dramatized display wins by doing actually 
twice the job of stopping people. The ques- 
tion can only be “is it worth it?” The answer 
is obviously “yes.” 

With every factor governing circulation 
being equal, except the method of presenta- 
tion, the survey proves that the dramatized 
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window is the only method of presentation 
which will convert this vast amount of “bill- 
board” type of circulation into the proper 
percentage of “interested shopping” or “buy- 
ing” circulation. 

Comparative Value—Here again I have 
prepared Chart D for the purpose of setting 
forth the facts as to the comparative value 
per window of display circulation by types 
of circulation as explained heretofore. This, 
I believe, indicates further that a store pos- 
sesses circulation of definite value by com- 
pariscn with the cost of other advertising 
media. It proves further that all types of 
circulation are worth real money to the store, 
and the conclusion can only be that windows 
cannot sell merchandise unless they are de- 
signed to attract attention and definitely in- 
terest the passing public. 

Chart D indicates the dramatized display 
circulation value per window per week to be 
about $375. Few, if any, stores make such 
an investment in their display set-up. This 
would mean about $3,750 per week for a store 
with ten windows. Many stores today operate 
their display windows on expenditures as 
low as $15 to $25 per window per week, 
charging to them salaries of display depart- 
ment and properties purchased (perhaps 
rent). 

These same stores buy billboard and news- 
paper circulation, in some cases magazine and 
radio, and pay for the circulation on the 
basis I have outlined. They operate their 
display departments on a budget so meager 
it hardly allows for the purchase of compe- 
tent direction, plus wallboard and cold water 
paint. Under such a plan how can it capi- 
talize on the true value of circulation it pur- 
chases by reason of its store location? 

Now, the importance of display to the sales 
promotion plan of any store can be only as 
important as the idea or plan is in drama- 
tization possibilities, and to the extent it is 
actually dramatized. My further experience 
is that promotion ideas can well be conceived 
around dramatic display ideas, even though 
most display is of three dimensions and ad- 
vertising of two dimensions. Too many pro- 
motion ideas never have dramatic display pos- 
sibilities. Three dimension showmanship is 
always more effective than that of two di- 
mensions. 

Do not be afraid of sales punch in display. 
I do not mean bold prices or gaudy colors. 
I do mean newsy facts, clearly stated and 
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OrpDINARY DISPLAY 





Billboard Type Circulation 
3,444 41,328 247,968 12,894,336 
Interested Shopping Circulation 
699 8,280 49,680 2,583,360 20 % of B.T. 
Buying Circulation 


61 732 4,392 288,384 88% of IS. 





CHART B- 
NEAT AND OrDERLY DISPLAY 
Billboard Type Circulation 
4,050 48,600 291,600 15,163,200 
Interested Shopping Circulation 
1,127 13,524 81,144 4,219,488 27.8% of B.T. 
Buying Circulation 


179 2,148 12,888 670,176 15.8% of LS. 





CHART A 
DRAMATISED DISPLAY 


Billboard Type Circulation 
4,183 50,196 301,176 15,651,152 
Interested Shopping Circulation 
1,708 20,496 122,976 6,394,752 40.8% of B.T. 
Buying Circulation 
356 4,272 25,632 1,332,864 20.8% of LS. 








CHART D 


Comparative Value Per Window of Display 
Circulation by Type of Circulation 


Value per 
window 
per week 


Chart C, Ordinary Display, 247,968— 
Billboard type circulation valued at 
billboard average cost $1.25 per M 
circulation. Approximately ...... $308.00 

Chart B, Neat and Orderly Display, 
291,600—Billboard type circulation. 
FP err ene 

Chart A, Dramatized Display, 301,236 
—Billboard type circulation. Ap- 
PROMNMIRCIY fo Soe heehee os 


Chari C, Ordinary Display, 49,680— 
Shopping circulation (who actually 
looked) valued only at average cost 
of magazine circulation cost ap- 
proximately $3 per M per page. 
PRP 8 a skis sh ociicc ces 

Chart B, Neat and Orderly Display, 
81,144—Shopping circulation. Ap- 
PROMI oe icts ois ce vcete cue 

Chart A, Dramatized Display, 122,976 
—Shopping circulation. Approxi- 
mately 


150.00 


243.00 


iid oaas pRKGS kek EET EOE 370.00 
Chart C, Ordinary Display, 4,392— 
Buying circulation (who actually 
stopped) value 1% cents each or 
$15 per M. Approximately....... 
Chart B, Neat and Orderly Display, 
12,888—Buying circulation. Ap- 
WAIN oo oie wkd vasa, woe Rae 
Chart A, Dramatized Display, 25,632 
— Buying circulation. Approxi- 
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well illustrated, always featuring definite pur- 
pose, style and value. 

Eves determine largely what is a true value. 
Do not try to cheat through lack of drama- 
tization, so few are really blind. Think of 
how your own eyes tell you of the things you 
want and also how they interpret style and 
values to you. Your customers’ eyes do the 
same. 

A few stores in America have learned how 
to do a consistently good job of dramatized 
displays. Among these are Best & Company, 
and Macy’s of New York. Every window 
tells a definite story dramatically. Many 
stores are doing a good job of having an oc- 
casional dramatized display, this is not suf- 
ficient but it will lead to a comparison of 
results and the development of the display 
organization and plan by which more and 
more windows will receive the same con- 
sistently good treatment. 

I have not endeavored to tell you how to 
dramatize displays. I have only endeavored 
to place before you the reasoning and the 
facts which will cause you to study further 
you own display policy in the hopes that you 
will learn how to capitalize on your store 
front and store interior circulation. That 
you will not permit your store to continue the 
economic waste that is so prevalent with dis- 
play. I am interested in seeing dramatized 
display as the most effective of all adver- 
tising media. This will mean it will be the 
most desirable promotion investment. It is 
encouraging to note that the stores who today 
make most generous use of dramatized mer- 
chandise presentations are among the best 
profit makers. The cost of a consistently 
good dramatized display plan and policy will 
not be as cheap as many store display costs 
of today. It will, however, be less expensive 
to actual results traceable to display and will 
make your store a much more interesting fac- 
tor to Main street, the public and yourself. 

Survey Reveals Comparison of Display 
Circulation Value—Charts on opposite page 
show average of each type for three major 
cities. 

Dramatized display is always most valuable. 





Stewart Resigns As Display 
Manager At Penney's 

Walter Stewart, recently resigned as dis- 
play manager of J. C. Penney’s big down- 
town store, Seattle, Wash., is now connected 
with the art department of Richfield Oil 
Company. He has been succeeded at Pen- 
ney’s by Jack Kellogg. Dick Deaver, also 
formerly connected with the display depart- 
ment at Penney’s, has accepted a position on 
the display art staff of the Bon Marche, 
Seattle. 


—A current display presentation on page 
opposite by Stensgaard for General Elec- 
tric refrigerators that demonstrates the 
dramatized type of display technique. The 
display streamer reads: “The Refrigerators 
That Defy Time." The cutout is a life-size 
figure representing Father Time. This par- 
ticular display was installed by H. A. Bell, 
display manager, Broadway Department 
Store, Los Angeles, Calif., and is one show- 
ing in the national itinerant display cam- 
paign using this display— 
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—Class B—Neat and Orderly Display. This type of display is most generally seen and is 
of course superior to the ordinary display— 





—Class A—Dramatized Display. This type of display has been proven by every test to be of 
greatest value— 
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Displaymen Look to Jt. Louis 


For Real Accomplishment 


The 1935 Convention of the International Association of Display Men 


August 5 to 8 should prove an eventful 
week in display history and progress. There 
will convene at that time at St. Louis, Mo., 
the thirty-eighth annual session of the 
International Association of Display Men. 
Headquarters will be at the New Jefferson 
hotel, where unusual facilities have been 
provided to make the conclave a _ success 
from every standpoint of service and con- 
venience. 


The display exposition will come back into 
its own and will be the most complete and 
most interesting exhibit of display materials, 
decorations and equipment that has been 
shown for many years. Every foot of the 
regular exhibit space has been reserved by 
display manufacturers and distributors and 
in addition it will be necessary to use addi- 
tional space to take care of exhibit require- 
ments. 


There will be on display a wide range of 
display materials and decorative units, in- 
cluding all the newer materials that have 
come into vogue during the new era of dis- 
play that dawned under the stress of eco- 
nomic conditions and which brought into 
general use the continental type of display 
and popularity of*’ constructional back- 
grounds. Display was put under fire and 
had to measure up from the standpoint of 
sales results and happily it has not only 
weathered the storm but has won new 
laurels. No longer is display referred to as 
display decorating but display merchandis- 
ing. It is the wise merchant that takes into 
consultation his display executive when 
planning all merchandise promotions. 


It was a happy choice indeed that sent 
the 1935 I. A. D. M. convention to St. 


Louis, for with the St. Louis Display Men’s 





To Prove Epochal Event in Display History 


Club as hosts, the event was undertaken 
with an enthusiasm that is unequalled in 
display annals. It is not only one of the 
largest local display clubs in the country 
but one of the most active, and has won the 
full ,cooperation of all St. Louis civic and 
commercial groups. 

Under the chairmanship of Carl H. Shank, 
display director, Stix, Baer & Fuller, the 
educational program was given serious at- 
tention and is replete with features that will 
more than justify the sojourn to St. Louis. 
No store owner in America need hesitate 
to authorize at store expense the trip of his 
display director to the convention; in fact, 
he should insist that his displayman attend 
this exceptionally well planned convention. 


The program will include presentations on 
every phase of display and its relation to 
retail merchandising, ranging from the tech- 
nique of display to coordination in the 
store’s entire selling program. 

There will be fifty display demonstrations, 
in model windows especially constructed for 
this purpose, more than ten each day of the 
convention, a feature that in itself will pro- 
vide more new display ideas and stunts that 
one could obtain in any other way. Here 
one sees the displayman actually at work, 
handling all types of merchandise and utiliz- 
ing all that is new in decorative treatment 
and arrangement. 

True hospitality will prevail in the south- 
ern manner, beginning with a boat ride’ on 
the Mississippi on Sunday evening and end- 
ing with the convention banquet, at which 
many surprises will be in store. 

A record-breaking number of entries have 
been sent in for the annual photographic 
display contest, and all photos will be dis- 


of the New Jefferson hotel, 
St. Louis, where the |. A. 
D. M. will assemble for its 
thirty-eighth annual con- 
vention— 


—The beautiful palm lobby 


played on panels where they can be viewed 
and studied by all convention visitors. 
Where else could one secure such a splendid 
opportunity to study the display achieve- 
ments of the past year than this exhibit of 
the best displays of the country’s foremost 
displaymen? 

Now, a few words as to the association 
itself and your duty to this institution that 
can be made a most virile force in display 
progress and achievement. Working with 
very limited funds, J. Duncan Williams, 
executive secretary, under the able direction 
of George W. Westerman, president, has 
really accomplished wonders since the re- 
organization of the association in the fall 
of 1933. 

Display can never realize its goal of wide 
acceptance and adequate appreciation until 
there is built up a strong national associa- 
tion that can delve deeply into display possi- 
bilities, unearth valuable display facts, pub- 
licize successful display promotions, inspire 
on the part of the members of the display 
profession an urge to study the fundamen- 
tals of display, so that they may ably sit in 
on all merchandise councils in their respec- 
tive establishments and play a powerful role 
in general store promotion. 

As a displayman interested even selfishly 
in the advancement of display because it 
means his own advancement and prestige, 
and he should need no urging to affiliate 
with an organization that has such poten- 
tial possibilities. With a truly representa- 
tive attendance at the St. Louis convention 
there can be laid the foundation for a new 
era of association growth, development and 
accomplishment. 

Although advance registrations indicate 
an exceptionally large attendance of display- 
men from every section of the country, you 
may not have decided as yet to attend this 
important event. By all means arrange to 
do so now. You need the convention and 
the association needs you. 


As the convention week will be one oi 
both education and entertainment, you may 
well make it your vacation trip. The total 
cost will be reasonable as special trans- 
portation rates will obtain and the New 
Jefferson hotel has ample accommodations 
at attractive rates. 


Give the wife a break, urges Mrs. F, E. 
Whitelam, president, I. A. D. M. Ladies’ 
Auxiliary, who has been extremely active in 
promoting the attendance of the ladies. The 
St. Louis Women’s Auxiliary committee has 
been working hard under the chairmanship 
of Mrs. H. R. Kreitz, and promises a busy 
and full week of entertainment and pleasure. 
Tell your wife about the convention. She 
will be interested and she will want you to 
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go so that she may join in the big time that 
awaits every convention visitor. 

Nineteen hundred thirty-five may mean 
much to display, but everybody is needed to 
put his shoulder to the wheel to provide 
the motive power for a march towards dis- 
play’s goal—acceptance and appreciation. 
Come to St. Louis August 5 to 8. It’s the 
best investment you can make to insure for 
yourself a future of opportunity and ad- 
vancement, 


CONVENTION PROGRAM 


Movie picturization of every major event by 
Worth Film Corporation. The equipment 
will be on the scene early and late 
throughout the entire convention and the 
association will have a pictorial and sound 
record that should prove very valuable. 

SUNDAY, AUGUST 4, 8 P. M. 

Assemble Locust street entrance to Jefferson 

hotel for trip on Steamer President. 
MONDAY, AUGUST 5 

American Legion band concert. 

Opening of convention—Glee R. Stocker, 
president of St. Louis Display Club. 

Flag Ceremony—Boy Scouts. 

Invocation—Rabbi Julian H. Miller. 

“St. Louis Greets You”—Bernard F. Dick- 
mann, mayor, city of St. Louis. 

“Missouri. Welcomes You”’—Guy B. Park, 
governor, state of Missouri. 

The President’s Address—George W. West- 
erman, president, International Associa- 
tion of Display Men. 

Secretary’s Report—J. Duncan Williams, 
executive secretary. 

Demonstrations. 

Adjournment for lunch. 

Luncheon Conference and Departmental on 
Budgets—Howard Oehler, chairman, Wie- 
boldt’s Stores, Chicago, III. 

Public Utilities Display Conference—Paul 
Kloeris, chairman. 

Lie Detector Demonstration—Del Ford and 
others of the Jackson (Mich.) club. 

Question Hour—Joseph Chadwick, chair- 
man, Famous-Barr Company, St. Louis. 

Style Show and Entertainment (‘Municipal 
Auditorium)—Courtesy of American Re- 
tailers convention. 

TUESDAY, AUGUST 6 

12| o’clock noon—Luncheon, business session, 
with the Advertising Club of St. Louis, 
Jefferson hotel. 

Talk on “Value of Window Display’—Ar- 
thur Brayton, Marshall Field & Co., Chi- 
cago. 

Talk on “Merchandising’—H. E. Pease, 
merchandise expert and counselor. 

Talk by Brownie Carslake, educational de- 
partment of Firestone Tire and Rubber 
Company. 

Talk on “Value of Display Circulation by 
Comparison”—W. L. Stensgaard. 

Talk by Frederick L. Wertz, Window Ad- 
vertising, Inc. and Associates, 175 Fifth 
avenue, New York. 

Talk by Sol. Fisher, Fisher Display Service, 
Chicago, Ill. 

Assemble at Locust street entrance, where 
buses will transport members to Muny 
opera. 

Presentation: “The Desert Song,” by Sig- 
mund Romberg. 

WENDESDAY, AUGUST 7 

Luncheon, Business Session—Men’s wear 
conference; Armand Raining, chairman. 
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—An interesting exhibit promoting the 
use of window display by national adver- 
tisers was shown at the June convention 
of the Advertising Federation of America, 


Chicago. It was sponscred by Window 

Advertising, Inc., and its associates, in 

conformance with its policy of contacting 

prospective clients at all important con- 
ventions— 


Talk on “Windows as Needed for Promo- 
tions”—Ellis Murphy, Wohl Shoe Com- 
pany, St. Louis. 

Talk on “Operating Expenses as Concerns 
Display Advertising,’—Fred J. Bach, Wohl 
Shoe Company, St. Louis. 

Talk on “Window Display Advertising”— 
Lester Levin, Edison Brothers Stores, 
Inc., St. Louis. 

Competitive demonstration of silk draping 
on live models. 

Feature of the I. A. D. M.—Presented by 
George Westerman, Carl Haecker, and J. 
Duncan Williams. 

Convention business. 

Election of officers. 

8 P. M. 

Annual banquet and entertainment. 

Announcement of: Election results, conven- 
tion city, prize winners. 

Address by president-elect. 

THURSDAY, AUGUST 8 

Luncheon and Refreshments—Courtesy of 
Anheuser-Busch Brewery Corporation at 
the plant (world’s largest brewery). 

Fifty Window Demonstrations—More than 
ten each day. 








Southern Displaymen Should Attend 
St. Louis Convention 

The sixth annual convention of the South- 
ern Display Men’s Association will be held 
in conjunction with the convention of the 
International Association of Display Men, 
St. Louis, August 5 to 8. Indications 
already point to the largest gathering of its 
kind in the history of the southern asso- 
ciation. It is urged that all southern dis- 
playmen attend their big joint convention. 
Be sure to register for both conventions. 
No registration fee will be required for the 
southern convention. 

The two morning sessions on Tuesday and 
Wednesday, August 6 and 7, will be devoted 
chiefly to business matters and will not 


conflict with the regular I. A. D. M. ses- 
sions. Tuesday morning: Old and new 
business; appointment of committees and 
judges for photo contest; nominations for 
1936 convention city; nomination of officers; 
judging of photo contest. Wednesday morn- 
ing: New business; awarding of prizes; 
election of convention city; election of offi- 
cers. 

All displaymen are urged to send in their 
entries for the annual photo contest as soon 
as possible to the chairman of the contest 
committee, H. E. Engert, 407 Forest, Shreve- 
port, La. They must be received by him 
before July 30, and thereafter be sent to him 
addressed as follows: H. FE. Engert, chair- 
man, Photo Contest Committee, Southern 
Association Headquarters, New Jefferson 
Hotel, St. Louis, Mo. If you fail to do 
either, the entry may be brought direct to 
the convention and delivered to Engert in 
person. 

If you have neglected to pay your current 
year’s dues, please send at once to John P. 
Morell, Goldring’s, Shreveport, La., who is 
acting secretary-treasurer of the southern 
association. But be sure to come and uphold 
the South’s reputation for energy and co- 
operation. 





Reytrim, a New Display Material, 
To Be Shown At St. Louis 

Reyburn’s Reytrim, a new line of display 
decorative materials, will be introduced to 
the display field at the St. Louis I. A. D. M. 
convention, August 5 to 8. The manufactur- 
ers describe it as a double duty corrugated 
display material that is strong and pliable. 
It comes in three textures, as follows: Rey- 
trim Bond, a smooth, lustrous bond finish; 
Reytrim Gloss, a brilliant, sparkling, gloss 
finish; Reytrim Crepe; a soft, satiny, crepe 
finish. The complete line will be attrac- 
tively shown in booths 23, 24, and 25. at the 
convention and practical demonstrations will 
be made to show the superiority of this 
material and its display creative possibili- 
ties. It is made in two sizes, 60 inches wide 
by 20 feet long, and 30 inches wide by 40 
feet long, and packed in rolls in individual - 
corrugated containers. The material is 
manufactured by the Reyburn Manufactur- 
ing Company, Philadelphia, Pa., and is sold 
through the Acme Reytrim Corporation, 
New York City, sole distributors. 
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iamp Windows Can Be Unique 


In addition to the regular display material 
sent out to the 32,00 lamp agents of the Gen- 
eral Electric Company, suggestions are sup- 
plied for the installation of special lamp 
windows with new and distinctive sales ap- 
peal. These suggestions are sent out from 
time to time during special campaign drives 
for increased lamp sales. 

We find that the energetic lamp dealer who 
devotes a little extra effort to his window 
display of lamps is rewarded by a decided 
increase in lamp sales. One dealer claimed 
that he had sold more lamps during the two 
hours that elapsed after installation cf such 





By RUSSELL A. BURTON 
Incandescent Lamp Department 


General Electric Company, Cleveland, Ohio 


a lamp window than he had sold during the 
entire previous month. 

The incandescent lamp, in itself, has be- 
come a commonplace necessity, attracting 
very little attention when displayed in a win- 
dow without any embellishment. 

A display of lamps that is intended to at- 
tract attention and increase the lamp sales 
for the store, must rely entirely upon the 
adequate use of display material and the 
novel application and arrangement of ihe 
lamps in the display. 

Lamps, as well as wearing apparel, sport- 
ing goods and silks, can be displayed against 


clever nd unique backgrounds. Take, for 
instance, the window depicting a marine at- 
mosphere: The display was bu It entirely 
around a large 1,000-watt lamp located in 
the center of the background. This large 
lamp was filled with water, seaweed and a 
few brightly-colcred tropical fish. A small 
hole was burned into the top of the lamp 
with the aid of a gasoline torch, after the 
entire lamp had been heated as a safeguard 
against cracking. The hole was burned to 
approximately the size of a half dollar, after 
which the water, seaweed and fish were put 
inside the lamp. The background was car- 
ried out in a nautical fashion, while loose 
lamps were arranged on the floor in the fore- 
ground of the window to portray a billowy 
sea. Effective lighting also played an im- 
portant part in this window. 

Another novel means of attracting attention 
is the magic flower pot. A base from a 
burned-cut or broken lamp was glued over 
the monogram of a round decorative lamp. 
Then the base of this lamp was inserted into 
a socket which was wired into an ordinary 
flower pot. The pot was then filled with 
sand so as to conceal. the live base of the 
lamp in the socket. A magnet was suspended 
over the lamp to give the impression that 
current was supplied by the magnet. The 
window incorporating this idea was made 
more elaborate by the use of three flower 
pot units, there units being mounted in a 
flower box with wooden uprights installed 
at each end. A glass tube, from which mag- 
nets were suspended, jo:ned the two uprights. 

Now then, any number of ncvel and dif- 
ferent backgrounds can ke employed to carry 
out such ideas. Lamps fastened with wire 
wound around the bases, and pushed through 
small holes mounted on beaver board cut in 
the shape of a cluster cf grapes will make a 
striking background for a window. Colored 
lamps in flashing sockets mounted beneath 
the lamps on this cluster will greatly add to 
its effectiveness but much of its success as a 
finished preduct depends on the abundance 
of lamps used. 

Spring, summer, fall and winter, as well 
as the holidays of the year, afford splendid 
opportunities for clever displays of lamps. 

In the early spring, when the housewife 
starts her housecleaning, it is a good stunt 
to feature a lamp display. 

An exceptional lamp display for this time 


—lIn studying this series of model lamp dis- 
plays by Burton, note particularly how the 
merchandise appeal is dramatized. Espe- 
cially interesting is the variety of treatment 
and in no instance could one term the pres- 
entation elaborate. Originality is the domi- 
nating characteristic of each and it is a 
foregone conclusion that displays of such 
excellence will sell -lenty of light bulbs— 
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of the year can be produced with this idea 
in mind. Pieces of brightly-colored paper 
are cut out to resemble a bird’s beak, tail 
and wings and are pasted on a lamp blub. 
Comical-looking eyes can be inscribed on the 
lamp with a grease pencil. The “lamp birds” 
are suspended from w:ndow cei‘l:ng on very 
fine thread. Copy such as: “Bring the Bet- 
ter Light Birds Into Your Home,” etc. can 
be lettered on the background which includes 
a painting of a small house done in a cartoon 
style. The “lamp birds” can be so arranged 
on the suspending threads as to appear to be 
flying into the house. A small fan hidden 
in the corner of the window and partially 
directed on the birds will create an added 
animation. 

The picture of the Thanksgiving window 
accompanying this article is one suggestion 
for a holiday lamp display. A small amount 
of humor was incorporated into this display 
by the novel application of the lamps follow- 
ing the turkey cut out. Stiff wire was twisted 
around the lamp bases in such a manner as 
to represent figures walking. Comical faces 
were grease-penciled on these lamps. 

Humorous animals, sport figures, etc., can 
be made with lamps by the ingenious use 
of wire to support them, the application of 
which can greatly add to the interest and 
sales appeal of the window display. 

Smart, attractive and educational lamp dis- 
plays can be easily produced since the intro- 
duction of the Science of Seeing campaign. 

The photoflash lamp also affords oppor- 
tunities for the displayman to construct at- 
tractive, unique windows. The picture of the 
photoflash lamp window accompanying this 
article is a striking example of what can be 
done to display this type of merchandise in a 
modern manner. Black material was chosen 
as best for the background of this window, 
because of its unusual contrast with the silver 
foil in the photoflash lamp. Alternating tubes 
of a bright red and silver material were 
tacked from ceiling to floor against this black 
background. 

Small photoflash lamps were pinned to the 
background, between the bright-colored tubes. 
This was done by fastening ordinary straight 
pins to small pieces of wrapping tape. The 
tape then being glued to one side of lamps. 
Photographic supplies are then arranged on 
the floor in the foreground, completing this 
attention-getting display. 

The studio set-ups shown here have been 
designed with a view of simplicity and low 
cost so that they can be carried out by the 
average merchant who sufficiently values 
the selling power of his show windows 
to give them adequate attention. If they 
yield merely an inspiration for utilizing 
the potentialities of lamp sales through 
show window promotion they will have 
served well the dealer who handles in- 
candescent lamps, a staple item that will 
bring traffic into the store, not once, but at 
regular intervals. 

I had" the occasion recently to assist a com- 
munity hardware store in Cleveland with the 
installation of a lamp display. It was a 
progressive store doing a very nice business 
in a very active business center. The mer- 
chant was approached with the idea that I 
wanted the opportunity to see just what an 

[Continued on page 32] 
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Contructional 


“Eye-Catching Ideas” is the title of a bul- 
letin issued at frequent intervals by The Celo- 
tex Company, Chicago, Ill., as a service to 
displaymen and retailers. It treats of the use 
ef Celotex Wallboard in display design and 
construction.. A recent issue presented six 
especially well-conceived backgrounds of the 
constructional type. 

With the passing of heterogeneous decora- 
tions to embellish show window presentations 
there has finally developed in America a 
unique type of display treatment. By some 
it has been called the advent of modernism, 
but this technique is more generally known 
as the continental type. 

American display had indeed become too 
decorative with a discernible tendency to over- 
decoration, with the result that the more alert 
merchandising men began to realize that the 
merchandising and selling power of the dis- 
play was thereby lessened or even nullified. 

Whether or not the depression years had 
much to do with the great transformation 
of the accepted display technique will always 
be a moot question. But it must be admitted 
that all media of promotion had to withstand 
the searching eyes of store owners. Mer- 
chants began to realize that it was not the 
window display itself that needed dramatiza- 
toin, but the merchandise. Another factor was 


—At top is shown a modern treatment with a 
recessed panel in the center of the background 
and a display step arrangement at the left. This 
treatment serves the purpose of a background 
and, in addition, incorporates a fixture arrange- 
ment on which to show merchandise. The right 
wall of the window is treated with staggered 
panels in order to give character to an other- 
wise, plain wall. Constructional backgrounds such 
as this are designed along architectural lines to 
give variety to surfaces in order to catch the 
play of light and shade. You can, however, add 
the charm of color and this has been done in a 
two-tone effect, as is clearly indicated in the 
drawing— 


—The center design illustrates a constructional 
background done in the present revised classic 
style with its pleasing use of curves and flutings. 
There are two recessed side niches and one large 
circular center recess. The platform and pedes- 
tals make up part of the design and serve the 
practical purpose of building up the display. 
The fluted facing of the platform and pedestals 
is produced by using the carving tool and serves 
to make it easy to bend the board into shape. 
The window would look best if painted in white, 
off white, cream or some pastel color with a 
darker harmonizing or contrasting color used as 
accent spots on the back of the recessed circle 
and niches— 


—At bottom is a very pleasing setting done in 
three planes and so designed that it serves as a 
decoration and as a series of surfaces on which 
to display merchandise. This is especially easy 
to make becave it is kept in straight lines and 
flat surfaces. Here we indicate a decoration 
border applied on the edges as shown. This 
border to be painted in a contrasting color. In 
constructional backgrounds the use of the shelf 
is very popular and especially where it becomes 
part of the design— 
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Backgrounds 


the advent of speedier traffic in this modern 
age. No matter what the cause, display dur- 
ing the past few years underwent a complete 
transformation; display presentations were 
simplified and the merchandise glorified. 

In the quest for a new style of display to 
successfully accomplish the results aimed at, 
a slow process of development brought into 
vogue the constructional background, form- 
ing in most cases a simple but effective set- 
ting for the merchandise itself. Many of 
these backgrounds are of architectural design, 
incorporating the use of platforms, shelves 
and alcoves to permit of variety and assist in 
the placement of merchandise. A very popu- 
lar and effective innovation in this type of 
background is the placement of the sales 
message on the background itself by means of 
cutout letters. 

Constructional backgrounds can be designed 
and constructed easily and economically by any 
well-equipped display department and permit 
of frequent changes, overcoming the disad- 
vantages of permanent expensive  back- 
grounds, many of which no longer see the 
light of day. In fact, many prominent dis- 
playmen contend that permanent expensive 
backgrounds are no value and some have gone 
so far as to recommend the elimination of this 
type of background in new store construction. 
The tremendous saving would defray the cost 
of constructional backgrounds for many 
years and result in the kind of dramatized 
merchandise display that is today producing 
such splendid results. 

We reproduce herewith the six background 
designs of the constructional type shown in 
the Celotex bulletin and recommend their 
careful study. 


—At top is shown a setting of this type done in 
a combination use of building board and tile 
board. These tile give a pleasing decoration 
quality to the surfaces on which they are used. 
The center panel affords a surface on which to 
place cut-out advertising phrases, silhouettes or 
other decorations. The constructional background 
can be used purely for decoration and display 
purposes, but is also of a chcracter to use as a 
foundation on which to place additional season- 
ble or timely advertising matter, illustrations and 
temporary decorations— 


—In the center design the constructional back- 

ground is an off balance setting with recessed 

circle and two staggered pilasters in scroll shape. 

On this setting is placed cut-out letters and in 

the circle a cut-out applique of wall board 

dramatizing in a poster illustration the merchan- 
dising event-— 


—At bottom is shown ancther method of con- 
structing a background making use of a variety 
of box panels. The left corner has a quarter 
circle concave panel in front of which is a large 
globe of the world with face painted on it and 
mortar board cap suggestion of graduation. The 
large flat panel at the right carries the wording 
"Graduate Into These Smart Styles." These last 
two displays demonstrate the ease with which 
the seasonal motif can be introduced— 
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Small Store Display Problem 


Chief among the problems which confront 
the small store in the small town today is 
the fact that there is no longer any such thing 
as distance. The modern automobile, aero- 
planes, radios and other distance shorten'ng 
devices have brought the city and metropolitan 
ideas and customs right up a well-paved high- 
way and through the air to the small town’s 
very door. The results have been, a better 
informed public. A public more exacting and 
more critica! of small town ways, and small 
town displays. Why, they reason, should 
they stay home and shop when the city is but 
minutes away, and window shopping is a 
pleasure in itself? Why buy merchandise 
in the home town when they can drive to the 
city and purchase the same merchandise per- 
haps, but in a modern, dramatic setting? The 
answer has been they don’t, and it is no Icnger 
possible for a store in a small town to achieve 
real growth and progress without employing 
modern merchandising, display and advertis- 
ing methods. 

Most stores of any importance under my 
personal observation kave kept abreast mer- 
chandising trend in so far as they were able, 
but they have not, most emphatically, followed 
the trend of modern display and advertising. 
This all-important problem of attractive, sales 
producing windows and achievements, a prob- 
lem which confronts them seven days a week ; 
365 days a year. 

The C. R. Anthony Company, with whom 
I have been associated for three years, operat- 
ing a chain of fifty stores in Oklahoma, Kan- 
sas and Texas, most of them in towns of 
from 5,000 to 14,000 population, and most of 
them near some metropolitan center, have 


By E. PRINGLE THOMAS 
Advertising and Display Manager 
C. R. Anthony Company, Ada, Okla. 


successfully met and solved this problem of 
adequate display. Just how may be of both 
interest and value to the smaller merchant 
operating a 1935 store with 1918 window 
displays. 

Let me take for example the two Anthony 
stores whose display and advertising I have 
personally managed. Bartlesville, the first, is 
a town of 12,000 people. Three large oil com- 
panies have their general offices there. It is 
a clean, thoroughly modern town, inhabited 
by modern, educated persons, and just fifty- 
three miles from Tulsa, a city of 150,000 
and one of the most progressive in the 
country. We have a modern 75-foot store 
in Bartlesville. We cater to all classes of 
people. But in order to keep those people 
trading at home and at Anthony’s, we create 
Tulsa window displays. Modern, up-to-date 
trims, neat attractive cards, well balanced, 
timely and often changed interior trims. We 
have a complete tie-up on all promotions 
from the general office, newspapers, radio, 
personnel and windows—and our promotions 
click. We are appealing to all sorts of 
people—office workers, smelter workers, bank- 
ers, butchers and bakers, even the proverbial 
candle stick maker, and here’s what we realize 
and make profitable use of the realization: 
These people, our customers and_ potential 
customers have been about. Even as they 


—Simplicity of presentation in the mod- 

ern manner makes possible effective dis- 

plays for the smaller stores without great 
expense— 


sit before their fire in the evening they are 
taken across continents. They know what’s 
going on in the world. They visit Tulsa, see 
pretty window displays, and come home de- 
manding to see as nearly the same class of 
store as is possible to have. And they take 
their business to that store, everything else 
being equal. They take their business to the 
stores offering them medern merchandise, 
clean merchandise, in a metropolitan manner— 
a friendly, courteous age-old manner, but set 
to modern tempo. Do not misunderstand me. 
I do not mean to imply or infer that the small 
store should spend lots of money and try to 
create a big store, big-town atmosphere. I 
do mean this: All people love beauty, in what- 
ever form manifested and they are attracted 
to clean, beautiful window displays no matter 
how small the store. 

I have stood by the hour and checked my 
windows and listened to the comment. Day 
after day, and night after night. I have 
found this: The principle of modern display 
appeals to all classes. And the principles are 
these: First, cleanliness; second, good light; 
third, modern trims. It makes no difference 
whether silk dresses are being featured or 
overalls, these principles hold true. The first 
two can be attained by the most inexperienced 
person in your organization, the last can be 
attained through the services of a modern 
school displayman. And you can solve them 
all by solving the last. 

In Ada, my present location, we have a 
much larger store, with large modern win- 
dows. Ada is an oil town and the home of 
the East Central State Teachers College. 

[Continued on page 31] 
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AN INVITATION TO 
A SURPRISE PARTY!! 


“THE Mysterious Stranger’ cordially invites 

you to attend a real surprise party in 
Space 16 at the I. A. D. M. Convention in St. 
Louis, August 5, 6, 7 and 8. 


¥ oY OY 


The curtain will rise on the premier showing 
of something you have never seen before--- 
something amazing in beauty, amazing in 


practicality, amazing in economy. 


¥ YY OY 


You will miss the sensation of the convention 
if you miss Space 16. 





Color Division 


HANKINS 


OF CLEVELAND 
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Merchandise Your Displays 


In discussing display with you as mer- 
chants. I would like you to know that my 
conclusions are based upon what I believe 
to be a customer-minded review of hundreds 
of displays in dozens cf stores in many cities, 
and that they apply, in the main, to popular 
price stores. My enthusiasm for display 
should not be interpreted as even suggesting 
that it is the great cure-all for booming re- 
tail sales. However, I do believe display plays 
a very definite and vital part in the selling 
picture when effectively used, also that it can 
do much damage when improperly planned 
and controlled. I am advancing the opinion 
that certain changes in display policy, when, 
as, and if put into effect, can greatly increase 
the productivity of this publicity force. 


From the standpoints of attractiveness, sim- 
plicity, and economy of operation, display 
has progressed remarkably in the past few 
years. If merchandising and promotional in- 
genuity, as applies to display, can be developed 
to the degree of perfection attained by artistic 
and mechanical achievement, I sincerely be- 
lieve we can hope for and get more business 
through this medium. Whether or not such 
a development is sponscred by the display 
division, it should be welcomed. 

In discussing the possibilities of better dis- 
play, I am assuming, of course, that this 
group concedes the ability of display to sell 
goods. Showing the actual merchandise in 
full size, in three dimensions, in true color, 
certainly inspires consumer confidence as dces 
no other advertising media. The customer 
may purchase, if she chooses, the very items 
displayed before her eyes. Displays, as we 
know them in legitimate stores, build a kind 
of subconscious feeling of trust that never 
require the backing of “Truth in Advertising” 
editorials. Seeing is believing, and this one 
big truth should simplify the whole problem, 
not only of display, but of better display and 
better selling. 

Elemental, though it may seem, let us de- 
fine the purpose of display. The function 
of display is fundamentally that of exposing 
the right merchandise to the public at the 
right time, in such a manner that it creates 
a definite and favorable impression of the 
fashion-rightness, dependability, and value of 
our goods. Obviously, a better display job 
should result from showing the right mer- 
chandise at the right time more often than 
we display the wrong merchandise at the 
right time or the right merchandise at the 
wrong time. More thought to proper timing 
and greater care in merchandise selection 
may eliminate many display failures. I think 
that in most instances, better display is en- 
tirely dependent upon better merchandising 
of displays, and further, that in most stores, 
too few people who ought to be concerned, 





*An address delivered at the convention of the 
National Retail Dry Goods Association, Chicago, 
June, 1935 


By HOWARD C. OEHLER* 
Wieboldt Stores, Inc., Chicago, Ill. 


interest themselves in this particular important 
phase of selling through display. 

I am purposely omitting all reference to 
the actual production of display. Your dis- 
play manager, who is a showman at heart 
knows hew to attract attention by the intelli- 
gent employment of color, design, dynamic 
arrangement, mechanical devices, and unusual 
lighting effects. Attracting attention, is of 
course primarily essential, for no impression, 
either gcod, bad, or indifferent, can be made 
until the passerby’s attention has been ar- 
rested. But the real selling job just begins 
after attention has been focused on the dis- 
play. Some of the best known display’ man- 
agers consider their job well done when they 
have installed a window or a bank of windows 
that are instantly the talk of the town. The 
display manager alone is not to be blamed 
for whatever lack of merchandising ingenuity 
causes a w-ndow to be a sales failure. Too 
frequently, attractive displays and so-called 
dynamic presentations are enthusiastically ac- 
cepted by store management as_ productive 
displays. They are satisfied that the institu- 
tional value of such displays compensates for 
whatever direct selling value may be lacking. 
In my opinion, displays that actually sell 
merchandise certainly sell the institution and 
keep it sold many, many times Icnger than 
those that produce a positive institutional im- 
pression but a negative sales reaction. In 
discussing shopping habits with persons not 
connected with retailing, | have yet to find one 
who was influenced to make a purchase merely 
because of the store’s reputation for pretty 
window displays. You can be sure a window 
is selling merchandise if you hear a customer 
remark to her friend, “There’s just the dress 
I’ve been looking for.” 


Complimentary remarks of a general nature 
are often interpreted by the entire organiza- 
tion as sales results, when, as a matter of 
fact, many attractive displays are miserable 
sales failures. It is amusing to me to learn 
of the large number of employees and execu- 
tives in our own stores who get the news al- 
most instantaneously when a $600 radio, a 
$150 cloth ccat, or a $25 bottle of perfume 
is sold through the window. Whereas, a sheet 
and pillow case window that brought in $450, 
the dress window that sold 65 $10 dresses, 
and the graduation gift window that doubled 
the stationery department’s sales for three 
days (without ads), are often secrets be- 
tween the buyer and the display manager. 


Perhaps it seems a bit incongruous to hear 
me, as a display man, say that many displays, 
exceptionally attractive to the eye, tell the 
public the stcre is wrong. When does a dis- 
play say “We’re wrong?” I think the yard- 
stick should te this: When it fails to an- 
swer, within reasonable limits, the important 
questions which would logically arise in the 
prospective customer’s mind about the mer- 
chandise displayed. “Will it wash?” “How 


does it wear?” “How do you use it?” “The 


price?” etc. Incorrect ensembling of mer- 
chandise is another common error in display 
that is costing many, many sales in good 
stores and others. Less than two weeks ago, 
I “shopped” the displays of a store here and 
noted these errors: High-heeled shoes on 
several mannekins wearing sports suits and 
holding golf clubs. Obviously, the window 
was intended to portray “What the well- 
dressed golfer should wear.” In another 
store was a set of men’s golf clubs in a 
women’s golf bag displayed in a men’s sports 
clothing window; nearby were displayed a 
pair of tan street shoes. The informed cus- 
tomer, would, upon seeing such a display, 
form a very definite opinion as to the ability 
or inability of that store to supply her wants 
in this type of merchandise, and possibly in 
other merchandise. Probably this sort of 
thing is nothing more nor less than careless- 
ness. Nevertheless, it is happening and it is 
losing sales, for it very definitely affects a 
store’s reputation in spite of all the good 
things a store does. 


And then we see all sorts of negative and 
even damaging ccpy on feature cards. Ina 
store that has aspirations of becoming the 
store of the town, such utterly unconvincing 
signs as this one: “Exclusive Spring Frocks 
with that ‘Paris Touch’—$10.95.” And the 
cther, though less common extreme, cards 
with such copy as “Men’s Shirts cut in two,” 
“Women’s Dresses % off,” etc. 


Such errors seldom occur in printed ad- 
vertisements, and it is particularly disturbing 
to note the number of stores that do a pro- 
ductive advertising job, fortify that advertis- 
ing with very mediocre window and depart- 
mental displays. The merchandising princi- 
ples of display, in my opinion, should more 
closely simulate those of good newspaper ad- 
vertising. I mean by this, that the best head- 
lines, the best illustrations, and the informa- 
tive features contained in good advertising, 
should, as policy, be used in window and in- 
terior displays. This makes for a_ well- 
rounded out continuity of thought, the ad- 
vantages of which you are all familiar, but 
more than that, it adds to display the best 
ideas of several minds, trained in the highly 
specialized art of interpreting, in type and il- 
lustration, the dominant selling points of mer- 
chandise. The tools and methods of the ad- 
vertising and display departments vary 
greatly, but their objectives should be iden- 
tical. 


I do not advocate a day window tie-up with 
all printed advertising, for I believe another 
of the direct reasons for the failure of many 
displays is the quick-change policy of some 
stores. It must be admitted that, from a phy- 
sical standpoint, display cannot be made to 
function with the flexibility of the printed 
advertisement. 


[Continued on page 30] 
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Kr THREE different Bakelite Prod- 
ucts designers of modern dis- 
plays have discovered materials for 
the vivid expression of their ideas. 
These materials are Bakelite Molded 
for merchandise displayers; Bakelite 
Laminated, in black and colors, is 
particularly useful for larger dis- 
plays of the character of those shown 
here; and Revolite, a cloth coated 
with a flexible Bakelite Resinoid 
which makes it waterproof, is 
available in many brilliant colored 
effects. 

In the Johnson and Johnson dis- 
play booth a light colored Bakelite 
Laminated is used, with details of 
the design accented in dark colors 
of the same material. The picture 
at the rear of the display is of in- 
terest as the bandage on the hand 
is Drybak, a material processed 
with a Bakelite Resinoid. 

For the Lucky Strike display, the 
designer used Bakelite Laminated 
in three different finishes to obtain 
the desired effect. The base is in 
lustrous black, the lettering in con- 
trasting colors, and the large dise 
in a wood-grain reproduction. The 
French Line display illustrates a 
simpler use of black Bakelite Lam- 
inated for the base and back panel. 

We would be glad to advise you 
on the advantages of Bakelite Mate- 
rials in the construction of effective 
displayers, and invite you to write 


for our Booklets 35L and 35M. 


— 


Displays on this page are shown through 
the courtesy of Fischer Exhibits, Inc., N.Y. 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y..........43 East Ohio Street, Chicago, Ill. 


Street, Toronto, Ontario Canada 








REGIS TEREC B ©. © PAT, OFF 
PThe registered trade morks shown edove distingsish moteriols iaBnity, oF 
menwtectured by Batelite Corporstion. Under the capita! “B™ is the co cwmmtmee of pranest ond Ntwre snes of Babette Cov paretion + prodecty” 
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Make Your Displays Fit 


Perhaps you can remember when the pro- 
found opinion was spoken with great prophet- 
like gusto, “The automobile will never re- 
place the horse! Some wise old gentlemen, 
on the other hand were predicting many in- 
evitable changes and advancements brought 
about by man’s efforts in obtaining greater 
and speedier results, to themselves and his 
clientele. Another quotation equally as saga- 
cious is, “There is nothing new under the 
sun.” Today we wonder just what isn’t new 
under the sun. 

A great deal more credit can be given, 
and should be given to the present-day display 
director. He is more than abreast of the time 
in putting his varicus methods into use by 
giving life and speech to products. 


One wonders if there remains today a group 
of conservatives who have refused to see his 
advancement, within a comparative short 
nxmber of years, from that of a trimmer, 
woh placed merchandise with good taste and 
judgment behind plate glass, to that of a 
display director and sales promotion manager. 

Today more than ever before windows and 
interior displays become the most important 
cog and potential factor in direct sales, and in 
establishing in the minds of prospective cus- 
tomers a knowledge of true values and a 
demand for style in merchandise. Sales 
through display can be readily traced to the 
display executive’s efforts in analyzing his 
products and presenting them to the public 
in a dramatic manner. Certain merchandise 
can not be advertised as effectively in news- 
papers because of their color values and style 
merit, which must be seen to be fully ap- 
preciated. But when dramatized and shown 
properly will produce increasing sales through 
the display medium. 

Promotions through windows must be 
planned in advance for effectiveness, and 
progressive merchandise men and buyers have 
learned these things and are cooperating fully 
in this direction with the store’s display 
director. 

The old adage is true, “Merchandise dis- 
played well is half sold.” The merchandise 
display that is hurriedly planned without care- 
ful study will not show satisfactory. A series 
of promotions must have repetition in their 
backgrounds and must have a definite style 
that is in keeping with the merchandise of- 
fered. 


The proportion of all consumer purchases 
made by women or through the direct influ- 
ence of women has been estimated all the 
way from 75 to 90 per cent. This newly 
recognized economic factor gives us so many 
new things to think about. In the majority 
of cases she not only does the buying for 


A New Age 


By DAVID LILLIS 
Emily Shops, Inc., Washington, D. C. 





—An original treatment for a bridal dis- 
play by David Lillis. The background is 
pale white blue; ribbon around the top 
and bottom made of Emily Shops labels. 
White briagrain floor edge in metallic 
gold ribbon. Photostat on background of 
the wedding march hymn framed in 
asparagus fern. Calla lilies grouped in 
center. The feature attraction is the old- 
fashioned gold wedding band covered in 
gold metallic cloth surrounding the bridal 
figure. Window copy reads: "Today's 
Bride, so charmingly and gracefully femi- 
nine, enters the holy bonds of matrimony 
triumphantly clothed in a bossamer white 
cloud’ of tulle and mousselin-de-soi, ro- 
mantically circled with the traditional 
gold band.""— 


herself but selects, or helps select, practically 
every item of food, every piece of furniture 
and household equipment, and almost every 
article of clothing brought into the home. 
What, then, is our responsibility in this re- 
spect? Merchandise must be displayed from 
the angle that will attract her. That is why 
the display manager stands as never before in 
a strategic position to influence her buying. If 
it be true that she is practical, he needs to 
know this in his business. If she is capricious 
in her taste, he must study this caprice in 
order to make rapidly-changing styles a pos- 
sibility. Displays must be attractive, show 
beauty and a trace of feminity. 

It is my belief that story telling group dis- 
plays can and will compel attention longer 
than that of a scattered display. Above all 


let related items become equally as important 
as the featured merchandise and accessories 
will show many an increased sale. 


One pair of hosiery displayed with a com- 
plete story-telling power, can be made to sell 
far more than the window that shows several 
hundred pairs. Again details play an im- 
portant part in the display. You must know 
the selling points such as the wearing qualities, 
sheerness, length and durability. 


One certain and prime factor above all is 
the story of your product, how it came into 
its popularity today. 

Carefully explain the number of questions 
that a woman would ask herself before buy- 
ing. Quite often pictures tell the story best; 
often humor helps. Most merchandise is 
seasonable and therefore lives a short but 
merry life. You must be direct and to the 
point. 

Backgrounds seldom overpower the mer- 
chandise except in the case of the difficult-to- 
show type. An example of this is in the case 
of fur storage windows, and then as a sugges- 
tion a heading such as “Public Enemy No. 1,” 
a photostatic picture of a moth and the story 
of his destructive habits will do a good job. 
This is an instance where complete display 
dramatization is essential. , 


Display in all its phases, subtle, obvious, 
literary, dramatic and artistic, moves intelli- 
gently forward in creating selling power for 
products. Today it takes its place integriously 
high in the professional world, never to return 
to the horse and buggy, and the window 
trimmer era of not so long ago. 
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A Simple Display Method 
That Sold Sundries 


Catching the eye of the passer-by, creating 
a novel and unique method of displaying 
10-cent items, M. R. Broadbelt, regional 
display manager of Liggett’s drug stores in 
Washington, D. C., has touched the keynote 
of successful window display advertising 
and sales promotion in using a background, 
laid off in blocks, with plenty of white space 
in each square to effectively display each 
item. 

Taking wallboard 4 feet square, he painted 
the background white with quick-drying 
water paint, then taid off squares of 6 
inches each, running seven across and six 
down, 44 inches wide, and with %-inch 
width cotton black tape to lay off the 
squares, thus forming forty-two display 
spaces on each board, and by using two 
boards Broadbelt was able to display eighty- 
four different items as a single background 
in one window, with other items in front on 
the floor of the window, staged in the usual 
manner. Thus he conserved window space 
and yet showed many items in comparatively 
small space. 

Another advantage in using the %-inch 
cotton tape is because it is easily removable 
and does not damage your placard or board. 
You can use it over and over again for 
other purposes. “After we are through with 
the display we can remove that and it 
doesn’t harm the board,” explained Broad- 
belt. “We call it the 10-cent window.” 

In each block he featured some popular 
toilet article which sold at 10 cents each. 
It is something that almost every passer-by 
will buy on sight because they constantly 
need some one or more items displayed 
there and they forget to buy this or that in 
the daytime. 

The merchandise was hung against the 
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LET ARTICLES 10 iO” 


By FRED E. KUNKEL 
Washington, D. C. 


cardboard in back by ordinary picture fast- 
eners, supported by a small piece of white 
catgut thread—one item of each variety 
being displayed and sometimes two of each, 
if the item is small in size. The items in- 
cluded shaving cream of various kinds, 
toothpaste, face powder, talcum powder, 
shaving powder, listerine, Venida wave set, 
Carbona cleaning fluid, cold cream, hand- 
lotion, shampoo, soap, hair tonic, tooth 
powder, etc. 

Display signs at the top read, “10c Each— 
Popular Toilet Articles—10c Each,” and 
“10c — Economy Sizes — Nationally Adver- 
tised—10c Each.” Other signs of similar 
import were also used in the body of the 
display in circular or eliptical shape, such 
as “Economy Sizes—All Popular Items—10c 
Each” and “Liggett’s Economy Sizes—Na- 
tionally Advertised Toilet Articles —10c 
Each.” 

This idea saves a tremendous amount of 
display space in the window, because if you 
made an ordinary display in the window of 
these various items, in order to be effective, 
you would have to use a half-dozen or more 
of each kind to catch the eye with your 
mass display, and you would have to do so 
to make it effective, which would take up 
too much space. 

This method makes the display much more 
compact and takes up far less room and 
much less merchandise. That is the big idea 
behind the display—you need only show one 
of an item in order to build up a mammoth 
display. It also catches the eye of the 
passer-by and holds it. 

This window display was also tied up 
inside the store with a special display table, 
clear across the store from aisle to aisle, 
with a large display sign mounted on top 
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of the table, all the way across, suspended 
by three upright poles, which sign reads: 
“10c Each—Your Choice Any Item On This 
Table—10c Each.” 

It is used in all stores which have these 
10-cent tables, featuring nationally adver- 
tised merchandise in economy sizes. It is 
also used in the l-cent sales, as well as on 
the regular sale tables, and the same idea 
proves very effective in showing two for one 
in these l-cent sales. In that, even two 
items of each are shown on the display with 
the price tags of each shown, so the cus- 
tomer can see what a bargain he will get 
for his money. 

“By running many in one, or building up 
a series of individual displays into one 
massive display on which we can show many 
items,” explained Broadbelt, “we find we 
can get much better results from our win- 
dows and get over the idea of these 10-cent 
items which would pull more business. We 
can catch the eye of the passer-by to much 
better advantage. 

“We inaugurated this 10-cent idea to meet 
the average syndicate competition of the 
5 and 10-cent stores. It has been a very 
good department with us. We are getting 
better window results than we have had for 
a long, long while by means of this display 
board. Our 10-cent department started to 
click right away when we set up this display 
idea. 

“It is also the friend of the traveling man 
who needs many small toilet articles in his 
traveling bag and he can buy them at a 
time when the 5 and 10-cent stores are 
closed. He carries many small items— 
shaving cream, tooth paste, talcum powder, 
razor blades, and what not. 

“Seeing this display board he can quickly 
pick out the items he needs. The sales clerk 
at the 10-cent counter can also suggest this 
or that, and it is not difficult to sell three or 
four items when a person comes in for only 
one item, the purchase being quickly made 
merely on her suggestion. 

“Perhaps someone only comes in for three 
or four articles, at 10 cents each, but per- 
haps that person has never been in the store 
before, and if we get him in our store and 
make him feel at home, perhaps we can 
make him a steady customer. 

“Another advantage is this: 

[Continued on page 29] 


Say the 


—Display is always a difficult problem 
where a variety of small wares is handled. 
M. R. Broadbelt, Liggett's Drug Stores, 
Washington, D. C., successfully meets the 
problem by the use of a complete back- 
ground panel on which each item is given 
equal prominence without confusion— 
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GLOSSIROLL 


(REG. U. S. PAT. OFF.) 


A decorative material for your window and ledge back- 

grounds that alone possesses all of the following features. 
@A rich, semi-glossy finish. GLOSSIROLL is made of 
glazed paper. 


eThe ability to be spray painted without blurring. 
Sprayed lines will be clean cut. 


@A background color that will not fade. 


We’ve tested it for these important qualities. We invite 
you to test it for yourself. 


GLOSSIROLL comes in 28 colors. All colors except gold 


and silver are rolled 30 inches wide and 40 feet long. Gold 
and silver rolls are 30 inches wide and 20 feet long. 


DISTRIBUTED BY 


DISPLAY PAPER PRODUCTS CO. SUPERIOR FIXTURE DISPLAY CO. 
560 W. Lake St., Chicago, Ill. 2132 E. 9th St., Cleveland, Ohio 


THE DISPLAY CENTER OF PHILADELPHIA 
319 North IIth St., Philadelphia, Pa. 


DAZIANS, INC. WRIGLEY BROS. 
142 W. 44th St., New York City 39 W. 19th St., New York City 














MANUFACTURED BY 
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The Complete Line of 


FAIRY FORMS 


will be on display at 


Booths Nos. 52 and 53 


AT THE 


l. A. D. M. Convention 
St. Louis, August 5-8 


FAIRY FORMS have established their 
superiority for the display of hosiery. 
They win attention and _ increase 
hosiery sales. 


See them at the convention 
or write for full information. 


SHOE FORM CO., INC. 


AUBURN, N. Y. 
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Store Buildings Display Lighting 
As A Business Asset 


During the summers of 1933 and 1934, 
millions of people came from all parts of 
the world to Chicago and saw the great 
Century of Progress exposition. As in pre- 
vious world fairs, its success depended more 
on lighting effects than on any other single 
factor. For three years skilled illuminating 
engineers and architects had worked to pro- 
duce the lighting effects that outclassed any 
previous exposition. The Panama-Pacific 
exposition, the Sesqui-Centennial, the French 
Colonial exposition, and many others fur- 
nish additional proof of the fact that light 
may be a powerful factor in bringing about 
a mass movement of large numbers of people 
to one locality. 

Naturally, the words “lighting effects” call 
to our minds vivid memories of the giant 
tower of jewels at the Panama-Pacific expo- 
sition or the huge Liberty Bell at the Sesqui- 
Centennial. Demonstrations whose light 
was seen for many miles. But lighting ef- 
fects need not assume such vast proportions 
in order to produce results. 

A friend of mine owns a small farm in 
South Jersey about twenty miles from Phila- 
delphia. Every Christmas he decorates his 
lawn, house, barn, and trees with lighted 
motion displays. People come in such crowds 
that there is a traffic jam for two miles each 
side of his place. These effects are all 
home made, mostly from scrap material. 

Lighting effects as a drawing card for 
temporary celebrations are generally recog- 
nized as a necessity. While the use of light- 
ing displays as a permanent community 
drawing card is still a novelty, we have 
precedents which prove beyond a doubt that 
selling a community to the public by means 
of lighting displays is a sound investment. 
For example, in 1920 the Sixty-ninth street 
terminal of the elevated railroad of the 
Philadelphia Rapid Transit Company was 
a junction point between the city and the 
interurban railroads and little else. Some 
enterprising real estate operators decided 
to create a great trading center for the 
entire suburban area west of Philadelphia. 
The streets were lined with stores on all 
of which was imposed one condition, they 
must light up. Practically every form of 
exterior illumination was made use of, flood- 
lighting, curb standard lighting, luminous 
panels, lighting from coves and all rein- 
forced by high intensity street lighting. At 
the junction of Sixty-ninth and Market 
streets was erected a beautiful store and 
office building. The faces of this building 
are decorated with luminous lines of stained 
glass; the top by cleverly concealed flood- 
lighting. Every holiday is a signal for a 
special display of lighting. Lighted foun- 
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tains and public buildings still further 
emphasize the atmosphere of vibrant life. 
The streets are jammed with automobiles 
and the stores are packed with customers. 
Free parking lots were opened, additional 
street frontage was taken up with appar- 
ently no lessening in intensity of business. 
Every effort was made to add to the com- 
fort of the customers. But always the fac- 
tor which was stressed the most was light. 

Other community enterprises based on 
light such as State street in Chicago and 
Market street in San Francisco have more 
than justified the investment and serve to 
emphasize the principle. But in spite of the 
outstanding success of these enterprises, by 
far most of our trading areas are still in 
relative darkness after sundown. Here and 
there we see a floodlighted building. Occa- 
sionally we see luminous fronts and other 
forms of exterior lighting effects, but carry- 
ing the architecture of a city into the night 
is not the customary procedure that it ought 
to be. 

Naturally, display lighting on any com- 
mercial structure is in the same category 
with other investments in building construc- 
tion. To be successful it must yield a profit 
to its owner. The fact that display lighting 
does yield a profit is based on indisputable 
evidence and not on guesswork. 

In 1930 a large city was shocked to hear 
of the failure of a gigantic banking institu- 
tion having nineteen branches. Everywhere 
people were drawing money from _ other 
banks to prevent possible loss. In the midst 
of the excitement, one banking house, 
located across the road from one of the 
branches of the insolvent bank, immediately 
placed an order for a floodlighting system, 
in order to better impress the public with 


the fact that they were still doing business. 


There can be little doubt that in this 
crisis one successful bank considered dis- 
play lighting a distinct business asset. Dur- 
ing the hectic weeks and months that fol- 
lowed, it is interesting to note that only 
one of the banks that failed subsequently 
in the same city had any exterior lighting. 
Other banks are even now installing exte- 
rior lighting to impress upon the public the 
fact that they are still in business. Two 
other cities in widely separated sections of 
the country report the same experience. 

These instances prove one fact, that bank- 
ers, whose profession it is to invest money 
at a profit, are convinced that exterior light- 
ing is a paying investment. They are so 
thoroughly convinced of the fact that they 
continue to light up when times are hard. 
The profits accruing from this form of in- 
vestment are so enormous that there is no 


difficulty in proving a return of such magni- 
tude that it is quite evident that darkness 
costs money. Display lighting makes friends. 

In order to secure a more definite idea of 
the value of display lighting, a new service 
station, The Northwestern Gas and Oil 
Company, Seventy-fourth and Loomis 
streets, Chicago, operated for three nights 
without display lighting. At the end of that 
time the lighting was turned on. The in- 
creasé in business per day under the new 
conditions was 400 per cent. A significant 
feature of this test is that the sales from 
the lighted station increased in the daytime 
as at night. The place had become a land- 
mark in the community because it was 
lighted. Display lighting wrote its autobi- 
ography on the cash register. 

Display lighting not only pays dividends, 
but increasing the investment, many times 
increases the profit. The degree of finan- 
cial return is dependent on both the quan- 
tity and quality of lighting. To verify this 
fact, a large company operating a chain of 
service stations in Texas made tests at sev- 
eral locations. The exterior lighting was 
deliberately underlamped for the test period. 
The system was the same but the quantity 
of illumination was much less. The volume 
of business was checked carefully for a 
thirty-day period. The result was a decline 
of 25 per cent in sales. The total test cov- 
ered five thirty-day periods, three thirty-day 
periods well lighted, and two thirty-day 
periods poorly lighted. The resultant dif- 
ference was always 25 per cent in favor of 
the higher intensity. This difference in busi- 
ness extended over the whole day and not 
merely during the hours of darkness. The 
stations had become landmarks in their re- 
spective communities because they were well 
lighted. More light made more friends and 
more money. 

Display lighting not only pays dividends 
but it is economical advertising. A recent 
check made on a service station of the most 
modern type in Cleveland showed that the 
current cost for the operation of a 39-kilo- 
watt installation was only 73 cents for each 
1,000 cars passing. A large office building 
with a nightly circulation of 200,000 people 
has a 100-kilowatt floodlighting system. The 
total annual cost of operation, including all 
fixed charges, is less than the cost of equiv- 
alent newspaper publicity for one night. 

In one case the cost of a very elaborate 
luminous panel store front amounted to only 
4 per cent of the entire cost of the building 
and the nightly cost of operation was less 
than $4. 

A $6,000,000 insurance office building is 
equipped with a floodlighting system, the 
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cost of which is only one-fifth of that of the 
wood paneling in the board of director’s 
room. The operating cost is only $5 a night. 

A small hardware store in Philadelphia 
planned to erect a new store front at a cost 
of $4,000. The additional expenditure for a 
very elaborate motion color display was 
$1,500. A subsequent check showed that the 
stopping power of this store was doubled 
and the cash register sales increased 24 per 
cent, due to the changes in lighting alone. 
The cost of operation was from 8 to 20 
cents per hour. 

Results are sure. So generous are the 
returns from activities of this character that 
we are perfectly safe in spending enough 
money on both installation and operation to 
secure the best possible results. 

As in many other lines of human endeavor 
united action is always more effective than 
individual sharpshooting. Any merchant 
can attract the attention of people who pass 
by having a brighter lighted store front 
than any of his neighbors. But it is doubtful 
if such action on the part of one merchant 
will greatly increase the number of people 
who come to one locality. In a time when 
we have whole industries in competition for 
the consumer’s dollar, we also have entire 
cities competing for the favor of the country. 

In light of these conditions it is evident 
that the real benefits of display lighting 
come when communities and cities organize 
to create a local standard of exterior illumi- 
nation of such high quality that people will 
come to this locality in large numbers. By 
high quality I do not mean high intensity 
alone. What I especially refer to is having 
the architecture of our commercial buildings 
as clearly visible at night as it is in the 
daytime. Lighting of this character to be 
most effective should be an essential part of 
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the building itself. High intensity street 
lighting is fine as far as it goes, but organ- 
ized community lighting of commercial 
structures gives free reign to the individual- 
ity of the store owner. Properly done, such 
lighting will attract people for many miles 
to a community, just as surely as will a 
well-lighted world fair attract visitors from 
every quarter of the globe. 

When such a planning project embraces a 
whole city it becomes a landmark which will 
gladden the heart of any chamber of com- 
merce and the joy will be emphasized in 
the cash register song of the merchant. 

There are, of course, many ways in which 
such a problem could be attached. But 
whatever course is taken there are three 
requirements to be met if we are to build 
the maximum amount of business with light. 
First, the most prominent buildings, whether 
publicly or privately owned, should be at- 
tractively illuminated and _ identified at 
night. Particular attention should be paid 
to their visibility from railroads and other 
much used through lines of travel. Make 
the traveler’s first impression a good one 
even if he is passing without stopping. 
Second, carefully planned high intensity 
street lighting should characterize the trad- 
ing areas and verify the favorable impres- 
sion left by a brilliant skyline. The trav- 
eler’s steps will then naturally lead to the 
place where business is done. Third, let each 
store stand out in pleasing brilliancy at 
night as clearly visible and more beautiful 
than in the daytime. The lighting of show 
windows is not enough. Too often these 
are only bright spots in an otherwise black 
wall. Every essential line of the building 
should be emphasized in light. If this is 
done with skill and individuality, the trad- 

[Continued on page 29] 








—An unusually effective display presentation of a quality smallwares item that is usually very 


difficult to handle. 


It features the new Bakelite transparent vanity cases in amber, yellow or 


black, fitted with a mirror, comb, puff, and sections for cigarettes, lipstick and powder. The 


item retails at $22.50. 


It is a display of Saks & Co., Fifth avenue, New York— 
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CUT-OUT LETTERS fcr DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


ON More Beautiful 
LIN and Less Expen- 
sive than Hand 

NLIN Cut Letters. 

0! a Samples and Price List 


Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 


SCHOOL” DISPLAY 
A new profession is now open to both men and 
women. Intensive training courses in Window and 
Store Display under personal supervision of Polly 
Pettit, formerly of Black, Starr & Frost-Gorham, 
Inc., and other New York display managers. 

Write for Circular D 

Special Summer Courses—Day and Evening 

R. C. A. Building, 1250 Sixth Ave., New York City 
Telephone: CIrcle 7.0734 
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Two Displays That Radiate 
Richness and Quality 


The store display is the final link in the 
advertising chain. It completes the adver- 
tising and merchandising procession by 
bringing the merchandise to the consumer 
at the point of sale. Every displayman 
knows that displays should be just as appeal- 
ing in their make-up and composition as 
good advertising copy. For what is a mer- 
chandise display, if it isn’t an advertise- 
ment? 

Some believe that to create rich settings 
and display accoutrements for quality mer- 
chandise it is necessary to employ costly 
material. This is not true, for,many of the 
newer types of display materials are avail- 
able today at such little extra cost that for 
fine displays their advantages and versatile 
uses greatly outweigh the trifling difference 
in cost. Take, for example, Bakelite mate- 
rials in their molded and laminated forms. 
These materials are being used to produce 
quality displays for such varied products 
and services as fine watches, plumbing fix- 
tures, ocean cruises, and cosmetics. 

Highly lustrous, black Bakelite laminated 
provides a rich display for the International 
Silver Company’s gadroon pattern. In this 
particular instance, the material has been 
employed as a pedestal to contrast admir- 
ably with two vertical columns in white. 
The display exudes an air of refinement so 
typical of good designing. 

In its current sales promotion for Sun- 
shine Cruises, the Cunard White Star Line 
employs attractive window pieces which 
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have been created with the aid of Bakelite 
laminated. In an effective display for Jen- 
kins valves, the black cut-out letters and 
six vertical panels are made of the same 
material. In addition to its beauty of color 
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—These two displays demonstrate the effec- 
tive display presentations that can be devel- 
oped for nationally advertised merchandise 
lines. The panels are made of Bakelite 
laminated, a material that imparts a quality 
atmosphere. The displays were designed 
and constructed by Fischer Exhibits, Inc., 
New York— 


and finish, this material possesses the fur- 
ther advantages of being remarkably strong 
and durable. It does not shrink, swell, nor 
warp, and is difficult to dent or abrade. 


Aggressive retail merchandisers, as well 
as manufacturers, have proved that the most 
effective window and store displays are those 
which not only reflect but amplify the qual- 
ity of the product itself. The Daggett & 
Ramsdell display well illustrates how this 
objective may be accomplished. Almost in 
its entirety the display has been constructed 
in these new plastic materials at reasonable 
cost. 


More important is the fact that the en- 
during beauty of the materials gives the 
displays longer life and greater turnover 
with a consequent savings in maintenance. 
These materials come in a wide range of 
colors and shades, and hold their lustre 
and “newness” in spite of sun, moisture, and 
soiled hands. 

Flexible, waterproof fabrics, treated with 
a special Bakelite resinoid, are also being 
employed in display work. The beautiful 
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sheen of these fabrics, called Revolite, makes 
them ideal for display design. 

The displayman who desires to produce 
something more than mere mediocre dis- 
plays should find his problem simplified by 
turning to the newer materials which science 
has developed for him. Any merchandise 
becomes more desirable in the eyes of the 
consumer when it is displayed in a manner 
suggesting fine quality. 





1. A. D. M. Convention Features 
Will Be Filmed 

The motion picturization of the annual 
convention of the I. A. D. M. is attracting 
favorable comment and interest, not only on 
the part of the members of the association 
but also on the part of exhibitors. The asso- 
ciation originally planned to picturize the 
major events at the convention and general 
views of the exhibits there. It now de- 
velops that the exhibitors desire an integral 
part in the film and wish to record their 
features which contain educational value for 
displaymen. Arrangements are now being 
made to enlarge the motion picture as orig- 
inally planned. Apparently every detail of 
educational value displayed by the exhibitors 
will be picturized and retained as a part of 
the pictorial record of the convention. 

To assist the producing company of this 
motion picture, the Worth Film Corpora- 
tion, in defining and portraying the various 
products of exhibitors containing educa- 
tional value for displaymen to the best ad- 
vantage, the services of R. C. Bowers, dis- 
playman of Elgin, Ill., has been engaged to 
assist the technical staff of the producer. 
Some of the early scenes of the convention 
are to be shown at the annual banquet of the 
convention the night of August 7. 





Schedule of Demonstrations 
At |. A. D. M. Convention 

The demonstration committee for the I. A. 
D. M. convention, under the chairmanship 
of A. C. Raining, has arranged a very in- 
teresting and educational program. Eight 
of the most beautiful windows ever installed 
for demonstration purposes at a convention 
will be trimmed daily by America’s leading 
displaymen. Eight beautiful displays will 
greet you as you enter the Gold room Sun- 
day. They will be installed by St. Louis 
men. 

Sunday, August 4.—Flower display, by 
Guy E. McNair, Richmond’s; American Le- 
gion display, by Armand C. Raining, Boyd’s; 
jewelry display, by Edwin F. Peters, Hess- 
Culbertson; gadgets display, by Wm. J. 
Schrick, Scruggs- Vandervoort-Barney ; bread 
display, by Carl H. Shank, Stix, Baer and 
Fuller; sporting goods display, by David 
Estes, Bond’s; ladies’ shoe display, by Glee 
Stocker, Wohl Shoe Company; utilities (ice 
cubes), by Paul Kloeris, Union Electric 
Company. 

Monday, August 5.—Grocery display, by 
Harry Schoenlaub, Kroger Grocery & Bak- 
ing Company, Cincinnati, Ohio; radio dis- 
play, by E. Preston Browder, Windo-Craft, 
Buffalo, N. Y.; National Advertisers’ instal- 
lation, St. Louis club; men’s neckwear, by 
W. O. Siebert, Roberts Bros., Springfield, 
Ill.; men’s clothing, by Farrell F. Mason, 
Gassman Bros., Chicago, Ill.; women’s shoe 
display, by A. C. Pairrier, I. Miller, Chicago, 
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Ill. Balance of three windows will be an- 
nounced later. 

Tuesday, August 6—National Advertisers’ 
installation, by Chicago club; National Ad- 
vertisers’ installation, by Chicago club; Na- 
tional Advertisers’ installation, by St. Louis 
club; National Advertisers’ installation; by 
St. Louis club; ladies’ coat or fall bridal 
display, by John Taylor, Springfield, IIl.; 
tire display, by Firestone company. Balance 
of two windows to be announced later. 

Tuesday Morning.—A float demonstration 
will be carried on by one of America’s lead- 
ing authorities. Demonstration and talk on 
“Show Cards of the Future,” by Jack Stitt, 
Des Moines, Iowa. 

Wednesday, August 7—National Adver- 
tisers’ installation display, Chicago club; 
National Advertisers’ installation display, St. 
Louis club; public utilities, by Howard Wil- 
liams and Edward W. Hodgetts, Union Gas 
& Electric Company, Cincinnati, Ohio; proc- 
ess show cards demonstration, by Ollie 
Peckman, Peckman Studios, St. Louis, Mo. 
Balance of displays to be announced later. 

Wednesday Afternoon.—Live model drap- 
ing contest; special prize awards. The 
judges will be selected from a group of 
stylists on newspaper and department store 
staffs. Any displayman wishing to enter 
this contest will please send name to A. C. 
Raining, care of Boyd’s, Olive and Sixth, 
St. Louis, Mo. 





Cincinnati Club To Seek 
1936 Convention 

Final plans were completed by the Greater 
Cincinnati Display Club at a meeting at its 
regular quarters in the Netherland Plaza 
hotel, July 8, to make an aggressive cam- 
paign to secure for this city the 1936 con- 
vention of the International Association of 
Display Men. The club is receiving the full 
cooperation of the city officials and the 
chamber of commerce as well as_ other 
civic bodies. It is claimed that Cincinnati 
is today ideally situated to entertain the 
convention, its hotel facilities being espe- 
cially adapted to house the convention with 
its large display exposition. A very attrac- 
tive proposition has been submitted by the 
hotels of the city, and the Cincinnati dele- 
gation is going to be on hand in large num- 
bers to make a determined fight for the 
honor of acting as hosts to the I. A. D. M. 
next year. A ladies’ auxiliary is being 
formed under the chairmanship of Mrs. Al 
Bankemper. All plans for this activity were 
completed at this meeting, at which the 
members’ wives and sweethearts were pres- 
ent. The enthusiasm displayed at this 
meeting was especially inspiring, and’ Vice- 
President Youtcheff has certainly organized 
tne campaign in every detail and is deter- 
mined that the Cincinnati delegation will 
come back with this coveted honor. After 
the meeting the group adjourned to the 
New Vienna cafe, where a most enjoyable 
time was had by all. 





Pancho In New Role At 
Frederick & Nelson 

Dwight Pancho, in the display department 
of Frederick & Nelson, Seattle, Wash., for 
over a decade, resigned to assume the posi- 
tion of assistant sales promotion manager 
in the furniture division. 
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~the TACKER for 
DISPLAY MEN 


HEREVER tacking is done—covering 

; panels—laying paper or background ma- 
terial—tacking materials—fastening merchandise 
to display cards— 

—and is done the faster, more modern way, 
you'll find a Kling-Tite Automatic One-Hand 
Tacker on the job using Tack-Points. 

It’s the up-to-date way to dress windows and 
do all kinds of display work. It does away with 
slow, time-wasting, dangerous tack spitting. 

Once you use Kling-Tite, you will be like 
thousands of display men—you would not be 
without it. . 

Ask for Folder 


See the Kling-Tite One-Hand Tacker 
at the Display Convention in St. 
Louis during the week cf August 5th. 


_A.L.HANSEN MFG.CO. 


Kling -Tite | Ravenswood Ave. 
CHICAGO, ILL. 




















Radiant Grass Mat 


The Only Mat Made of 


“CELLOPHANE” 


(Cellulose Film) 
IN ALL COLORS 


M. H. LEVINE CO. 


32 West 27th St. New York City 














1.A.D.M. CONVENTION 
“SEE SPACE FORTY” 


MODERN DIE-CUT 
DISPLAY LETTERS 
New Exclusive Styles . 
Desirable Sizes . . . Attrac- 
tive Materials Eco- 
nomical for all Display Uses 


FELT LETTER STUDIOS, MFRS. 
538 South Wells Street Chicago, Ill. 
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“Serving the Display Profession” 
Distinctive Display Equipment and Noveltie« 


NAT SIEGEL 
38 W. 38th Street New York City 
Telephone: Wisconsin 7-4887 
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On To St. Louis 

The 1935 convention of the International 
Association of Display Men, St. Louis, Au- 
gust 5 to 8, will demonstrate whether or not 
the rank and file of the display profession 
will wholeheartedly support the determined 
and courageous work accomplished in the 
upbuilding of the association by President 
George W. Westerman and Executive Sec- 
retary J. Duncan Williams. Starting at 
scratch with a disbanded group of display- 
men nearly two years ago when at a rally 
in Chicago it was decided to reorganize and 
revitalize the once influential national dis- 
play men’s association, they have labored 
with energy and enthusiasm to establish if 
possible the glory that display deserves. The 
convention last year at Chicago proved con- 
clusively that an effective start had been made 
in the upbuilding of the association and sub- 
dued the skeptics. The success of that event 
could not be denied. It rallied together a 
growing group of sincere displaymen, who 
had confidence in their profession and the 
constructive work that could be accom- 
plished through a cooperative movement 
participated in by the members of the pro- 
fession everywhere. 

Working with limited funds and at per- 
sonal sacrifice the officers have carried on 
nobly, and the practical results of their 
efforts will be demonstrated by the attend- 
ance at the St. Louis convention this year. 
There is so much constructive work that 
can be accomplished by a national body 
truly representative of the displaymen of the 
country that it should hardly be necessary 
to catalog it here. The important thing is 
that without the widespread support of the 
members of the profession the road will be 
slow and hard, and the handful of stalwarts 
who are putting their strength behind this 
movement will have worked in vain. 

Every displayman in America who has red 
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blood in his veins owes it to himself to 
either attend the St. Louis convention or 
enroll as a member at once. Don’t put it off. 
The time to act ‘is NOW. 


The Display Medium 

It was reported in the June DISPLAY 
WORLD that one of the projects recom- 
mended by the Advertising Research Foun- 
dation of the Association of National Ad- 
vertisers, Inc., was a complete survey of 
window display advertising. Here is at once 
a challenge and an opportunity for all in- 
terested in the creation, production or use 
of window display advertising to prove the 
economic worth of their specialized field of 
sales and advertising promotion. 

It can be safely said that window adver- 
tising is the orphan of the advertising world. 
It has made many gains in recent years in 
spite of the lack of definite knowledge as to 
its sphere of influence and its comparative 
value in relation to other recognized media. 

This project will be given precedence 
by the Advertising Research Foundation if 
display interests will lend financial as- 
sistance to cover the reasonable budget that 
this huge task will require. Already Win- 
dow Advertising, Inc., and its associates 
have gone on record to give financial sup- 
port to the project, lithographers have also 
shown a willingness and desire to cooperate, 
but the burden will be lightened if all inter- 
ested in the use of window display will do 
their bit. 

We hope that every producer, installer 
and user of window display advertising in 
any form will write at once to the Adver- 
tising Research Foundation, 420 Lexington 
avenue, New York City, offering to sub- 
scribe to the necessary funds. 

The Advertising Research Foundation has 
already completed several important proj- 
ects, one of the best known being the traffic 
audit of outdoor advertising under the able 
direction of Dr. Miller McClintock. The 
window survey if pursued will be probably 
under his supervision and this in itself guar- 
antees a complete and thorough job. 


Here at last is the opportunity to bring 


display into the family of advertising 
media; here at last is an opportunity to 
prove the worth of the medium; here at last 
is the opportunity to bring to light definite 
data regarding window display circulation. 


Ten Per Cent 

Frank W. Spaeth, manager of the Sales 
Promotion Division of the National Retail 
Dry Goods Association, at its recent con- 
vention, presented an analysis of 1934 pub- 
licity expenses of department _ stores 
throughout the country. It disclosed the 
distribution of the retail advertising dollar 
to be as follows: Newspaper lineage, 66 
cents; production, 4 cents; miscelleanous 
media, 5 cents; radio, 2 cents; direct mail, 
2 cents; payroll, 8 cents; total display, 10 
cents; all other, 3 cents. 

This gives displaymen an opportunity to 
make comparisons in their own establish- 
ments. It must be remembered, however, 
that local conditions will govern the ad- 
vertising budget distribution, but at the same 
time this will give you a starting point in 
studying your own display budget. ‘ 

Many will contend that 10 per cent of the 
advertising budget is not sufficient for dis- 
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play, nor can the full force of display power 
be tapped with such limited funds. Here 
is the chance for displaymen to so emphasize 
the direct selling force of the store’s win- 
dow displays as to win greater recognition 
and larger operating budgets. 

At any rate, Spaeth’s report gives you a 
yardstick. 





Candlish Manufacturing Mannequins 
At San Francisco 

William C. Candlish, for twenty years 
with the well-known firm of J. R. Palmen- 
berg’s Sons, Inc., has established a complete 
plant for the manufacture of display man- 
nequins at 507 Howard street, San Fran- 
cisco. Irwin G. Culver has joined the or- 
ganization and is now modeling a new line 
of figures made of a special composition that 
is light, strong, durable and artistic. Cul- 
ver was the figure sculp‘or for the old 
Palmenberg concern and is probably one of 
the best-known personalities in the fixture 
industry. DISPLAY WORLD readers will 
recall his series of articles on the manufac- 
ture of mannequins that appeared in that 
publication some years ago. Carl Grier, 
formerly from Chicago, and an expert form 
finisher, has also joined the organization. 
With this personnel the Candlish organiza- 
tion can be expected to produce an outstand- 
ing line of display mannequins. 





Silhouette Forms Produced 
In Various Sizes 

It has been announced by the Silhouette 
Form Company, New York City, that its line 
of flat garment forms are being produced in 
various sizes to meet the requirements of the 
individual user. They are also finished in 
various colors, a white finish having been 
introduced just recently to take care of the 
display of sheer and light colored garments. 





Porteous Organizes Display Center 
At San Francisco 

S. W. Porteous has formed a partnership 
with F. Mohler, under the name of Por- 
teous and Mohler. The firm is located in 
the heart of the mercantile center at 883 
Market street, San Francisco. This will 
take the form of a complete display center, 
as all lines of display and decorative mate- 
rials and equipment will be handled. 





Wilson Now Display Manager 
For Penney Store 

E. Q. Wilson, for many years display 
manager for the Lachman Company until 
he retired some years ago, has again entered 
the profession as display manager for the 
J. C. Penney Company’s San Francisco store 
at 867 Market street. It is reported that he 
is doing exceptionally fine work for this 
establishment. 





New Display Materials By 
Continental Color Corp. 

The Continental Color Corporation, Cleve- 
land, Ohio, a division of the Hankins Con- 
tainer Company of that city, will introduce 
to the display field at the St. Louis I. A. 
D. M. convention a new line of display 
decorative materials. The line is made ex- 
clusively of paper in many finishes and in- 
cludes a wide range of colors. Among the 
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items to be shown are Embosso, Embosso- 
Board, Plico-Board and Giant Ribroll. Dis- 
playmen visiting the convention are cor- 
dially invited to inspect this new line, or 
samples will be gladly sent upon request 
direct to the company. 





Glass Silk, the New and Attractive 
Display Material 

Display managers, we believe, will be in- 
terested in a new and beautiful material 
manufactured by Friedrich & Dimmock at 
Millville, N. J. This material is as fine as 
the finest white hair and is called Glass Silk 
and made of spun glass, pure white, and 
absolutely fireproof. The first impression is, 
“This can’t be made of glass,” but it is. And 
all who are interested in decorating will 
appreciate that Glass Silk is fireproof and 
vermin proof and makes a very attractive 
display. At the Christmas season last year, 
B. Altman & Co. New York, had their 
Fifth avenue windows decorated with the 
Glass Silk and many inquiries were re- 
ceived as a result of that display. Others 
have been equally pleased wherever this 
material has been shown or used. 





Kling-Tite Tackers To Be Given 
Away At Convention 

In keeping with the practice inaugurated 
at the International Display Men’s conven- 
tion in Chicago last year, the A. L. Hansen 
Manufacturing Company, 5041 Ravenswood 
Avenue, Chicago, will again give away free 
several of their improved Kling-Tite tack- 
ers to displaymen who attend the St. Louis 
convention, August 5 to 8. Some of these 
tackers will be given to regular members 
of the association, while some will be given 
to displaymen who are not members. The 
only requirement for an opportunity of win- 
ning one of these tackers is to register at 
the Kling-Tite booth, No. 1, located at the 
entrance of the Ivory room in the Jefferson 
hotel, where a special registration card will 
be provided for that purpose. 





United Displays to Fabricate 
Hinde & Dauch Materials 

C. H. Fadem reports that the Hinde & 
Dauch Paper Co. has selected the United 
Displays, Cleveland, Ohio, to manufacture 
Flexton, Velton, Traton and Bilton into pro- 
ducing interior and store window displays. 
A veteran in the display field, Fadem pre- 
dicts that corrugated papers for display use 
will hold the spot light for some time. 

This connection will have a worthy ob- 
jective, not only the benefits national adver- 
tisers will receive through C. H. Fadem’s 
long experience as a thorough displayman, 
but maintaining the prestige of window dis- 
play advertising and raising it to a higher 
level. 

The selling power of window display ad- 
vertising is so tremendous that it can be 
limited only by the boundaries of the imag- 
ination and the ingenuity of man. If wrong- 
ly used, it can unmake and destroy. If 
properly applied and understood, it can 
prove the greatest avenue of silent sales- 
manship. 

United Displays was recently organized 
by C. H. Fadem, and complete plant and 
studio facilities are now functioning at 1231 
Payne avenue, Cleveland. 
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PLASTIC ART STUDIOS 


M. NARDI, Sculptor 
152 W. Whiting St., Chicago 


Announce the opening of studios 
for the designing and manufactur- 
ing of an 


ENTIRELY NEW LINE 


of decorative effects for the STORE IN- 
TERIOR and SHOW WINDOW. Panels, 
grilles, urns, vases, arches for doors and 
center panels. All relief effects made 
with substantial, hard composition, air- 
brushed in pastel shades of pearl or por- 
celain finish. 


All new beautiful designs with which you 
can transform the effect of your show 
window in a few minutes. Prices reason- 


able. 


BODINE & McCORMICK 
Distributors 





BODINE & McCORMICK 
515 So. Wells St., Chicago 


Designers and Manufacturers of 


COLORFUL, INTERESTING BACK- 
GROUNDS AND SETTINGS 
FOR SHOW WINDOWS 


SPECIAL EFFECTS 


For merchandise presentation and 
sales promotion for the individual 
store and for the national advertiser. 
Artificial flowers, palms, ruscus trees 
and hedges. Special chrome metal 
store and window furniture, fabrics, 
metal mouldings, cut-out letters. 


Distributors for 
PLASTIC ART STUDIOS 
NEW LINE of relief decorations for 


show windows and store interiors. 








Visit Our Displays at the St. Louis I. A. D. M. Convention 














CHAPTRO COMPANY 
Wholesale Distributors 


DISPLAY PAPERS, 
PRODUCTS, etc. 


Crinkled Cellulose in Colors 
Tinsel Fabrics 

Suede Lined Papers 

Foil Papers 

Surface Coated Papers 


Perfectly designed Frame Wood and 
Corner Brackets and many other 
properly selected Display Products. 


Also 
Chaptro POSTER BOND 


for window streamers. Sunfast, and 
all the good qualities required to 
make the best Posters, Banners and 
Streamers. 


When writing, please send 
us the name of your dealer. 


CHAPTRO COMPANY 


126 So Sangamon Street Chicago, Ill. 





Make Jquate Frames 


AKE the ‘“‘guess work’”’ out of frame mak- 

ing. Use Micklin Dual Corners and know 
your frames are accurately square. Simply 
insert the ends of lumber into the strong steel 
corners and drive the nails. No ruling or 
squaring—no mitering or mortis'ng! Wood is 
gripped firmly on both sides, giving lasting 
strength. 


TRENGTHEN saggy and wobbly frames 
with Micklin Single Corners. Easily and 
quickly applied without removing covering. 
Used by thousands of sign and display men 
everywhere. 
ICKLIN Corners are sold in sets of four 
or ‘in bulk—complete with nails. No 
sion or disnlay man can afford to be without 
them. Ack vour lumber or hardware dealer 
for Micklin Corners TODAY—or write us 
for samples and fu!l particulars. 


MICKLIN MFG. CO. 


DEPT. 24 OMAHA, NEBR. 

















DRAPERY FABRICS 


For Window Display, Theatrical Display 
and Drapery Effects 
Velours (Rayon and Cotton) Repps, Damasks, 
Satins, Monks Cloth, Crushed Plush, etc. 
(Special Contract Dept.) 
OAKLAND SILK MILLS 
438 Fourth Avenue New York 























FLOAT AND PARADE DECORATIONS 
PRICED RIGHT 
Write for New Catalogue 


Gasthoff’s Display Service, Inc. 
1534-36 FULLER ST. TAMPA, FLA. 
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IN PHILADELPHIA 


...@ complete source of 





supply for all kinds of .. . 


DECORATIVE 
MATERIALS 


We know displays from 
years of experience in the 
window display field. We 
know that when you want 
supplies and materials you 
need them quickly. Just a 
day's delay may miss your 
schedule. 





So we are prepared to 
give you quick and prompt 
service on all orders. 


All the latest decorative 
materials now in demand 
carried in stock. 


AVOID DISAPPOINTMENTS 
By Ordering Your 
DISPLAY REQUIREMENTS 


from the 


DISPLAY 
CENTER 


of Philadelphia 


319 NORTH ELEVENTH STREET 
PHILADELPHIA, PA. 


"Write For Our Catalogue K" 























SILHOUETTES 


‘ Manufactured exclusively by 
Silhouette Form Co. under 
Patent No. 2,002,441. Can be 
purchased directly or through 
authorized agents. 


Any other Form sold or used 
for a similar purpose is a 
direct infringement and the 
users or imitators will be 
severely prosecuted. 


Agencies Wanted 


The Silhouette Form Co. 
147 W. 37th St., N. Y. C. 























@Please Mention DISPLAY WORLD 
When Writing Advettisers 
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Fraser Is Feature Speaker At 
Chicago |. A. D. M. Rally 


A remarkably successful meeting of the 
Chicago Display Men’s Club was held on 
Monday evening, July 1, at its regular quar- 
ters in the Hotel Sherman. The attendance 
was exceptionally large in spite of a heavy 
downpour. There were nearly one hundred 
members present, in addition to eight or 
nine visitors from South Bend, headed by 
I. A. D. M. Treasurer Frank Bingham; four 
men from Bloomington, headed by Hugh L. 
Henry, and another notable visitor being 
John Taylor, I. A. D. M. Illinois state presi- 
dent, of Springfield. Robert O. Johnson, 
president, was responsible for the attendance 
of Arthur V. Fraser, display director, Mar- 
shall Field & Co., who made the principal 
talk of the evening. Fraser emphasized the 
importance of education among displaymen 
throughout his talk, stressing the necessity 
for practical information concerning dis- 
play, as well as those elements of merchan- 
dising directly relating to display. He 
close with the emphatic assertion, “Every 
displayman, regardless of his ability, should 
attend the annual convention of the Inter- 
national Association of Display Men at St. 
Louis, because of its educational advan- 
tages.” Fraser’s talk was especially inter- 
esting and inspiring and at the conclusion 
he was given an ovation. 


Taylor made an exceptionally appealing 
talk as I. A. D. M. state president of Illi- 
nois. Sol Fisher, Fisher Display Service, 
reviewed the excellent arrangements that 
had been made for the convention as ob- 
tained on a recent trip to St. Louis. He 
also announced that he had made thirty-five 
room reservations in behalf of associate 
members of Window Advertising, Inc., who 
will attend the convention. He was con- 
vinced, he stated, that the St. Louis con- 
vention would be the most important and 
best attended in I. A. D. M. history. 


E. J. Berg, now display manager for the 
Sears Roebuck State Street store and for- 
merly of St. Louis, reviewed the complete- 
ness of entertainment and educational fea- 
tures and particularly mentioned the St. 
Louis Municipal Opera, a performance of 
which the convention will attend, and which 
he believes in itself is an event that will 
long be remembered by all present. 


Carl Haecker, Montgomery Ward & Co., 
was present and in his usual rapid-fire 
manner emphasized the accomplishments of 
the I. A. D. M. of which every displayman 
in America should be extremely proud. He 
stated that already much constructive work 
had been done and that with the wider 
affiliation of displaymen the association 
could be made such a powerful force in dis- 
play progress that its influence would be felt 
not only by the displaymen themselves but 
by retailers and users of window display. 
The association is soundly organized to do 
a real job and it needs an expanded mem- 
bership which he believes will be accelerated 
by the success of the St. Louis convention. 


The meeting closed with a review of all 
convention details by J. Duncan Williams, 
executive secretary. As a whole, this meet- 


ing gave evidence of a revitalized interest ~ 


on the part of displaymen in their national 
association and assures not only greater 
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success for the Chicago Display Men’s Club 
but for the national association as well. 

Arrangements were made for the Chicago 
delegation to make the trip to the St. Louis 
convention by special trains leaving Chi- 
cago at 12:05 a. m., Saturday and Sunday, 
August 3 and 4. Out-of-town displaymen 
who must pass through Chicago enroute to 
St. Louis may make arrangements for the 
final lap of their journey on these special 
trains. 





Cincinnati Club Honors Hodgetts 
With Bachelor Dinner 


The Greater Cincinnati Display Club hon- 
ored Edward W. Hodgetts, its secretary, 
with a bachelor dinner at the Netherland 
Plaza hotel on July 2, at which nineteen 
members of the club were present. The 
event was in honor of his impending mar- 
riage on July 6 to Miss Helen Schmidt. 
This was indeed a happy occasion, and in 
addition to a very appropriate gift presen- 
tation, those that attended must have raided 
a nearby five and ten, for he was supplied 
with plenty of trinkets and knickknacks, 
sufficient to amuse a brood of offspring. 
S. J. Youtcheff, vice president of the club, 
presided as toastmaster, and it was indeed 
a happy and enjoyable affair. Hodgetts is 
now enjoying his honeymoon, consisting of 
an extensive motor trip that included beau- 
tiful Asheville, N. C., where the newlyweds 
spent some time. Hodgetts is connected with 
the lighting bureau of the Union Gas & 
Electric Company, Cincinnati, and has been 
a most faithful officer of the club. 





Fischer Exhibits Move To New 
and Larger Quarters 


Here is another evidence of the optimism 
of far-sighted business organizations in 
preparation for continued improvement in 
business. Fischer Exhibits, Inc., New York 
City, report their business has improved so 
much in the last year that they have found 
it necessary to considerably increase their 
facilities and floor space. In preparation 
for continued rapid growth they have taken 
a lease on an entire floor at 120 East Six- 
teenth street, with floor space of 18,500 
square feet. This made it possible for them 
to organize separate departments for the 
different lines of work that enter into the 
production of convention and trade show ex- 
hibits and window displays in which they 
specialize. Many of the exhibits that they 
design and build are very large in size and 
require considerable floor space. 

At the same time they re-equipped several 
departments, principal of which are a paint 
shop with latest improved blower and spray- 
ing equipment, a carpenter shop with power 
machinery, a machine shop with a lathe, drill 
press, and other equipment, permitting them 
to build within their own organization all 
mechanical equipment and electrical devices 
used in connection with the complete pro- 
duction of display material and exhibits. 
This is an economy that is reflected in the 
production costs on each job, and makes 
possible more prompt delivery and efficient 
service. 

A large space has been provided for the 
art department with north light. The offices 
have been laid out in a very convenient man- 
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In Booth 9 at the I. A. D. M Convention 
VITAPRINT will show 


PHOTO MURALS 


for Window Backgrounds and Panels 


PHOTOGRAPHIC 


ENLARGEMENTS 


of Interesting Current Events and Fashions 





ALUMINUM COVERED 


DIE-CUT 


LETTERS 


Non-tarnishing---cleanable---made in 5 sizes 


---easily detached 


to use over 


again. 


Write for full particulars. 





THE VITAPRINT PROCESS CORP. 


729 South Wabash Avenue - - - 


Chicago 











ner and consist of a large reception room 
40 feet long by 20 feet wide which has been 
elaborately furnished and decorated up to 
the standards of the high quality of work 
staff, and a large and commodious office for 
they produce, private offices for their sales 
the president of the organization. 





Cellophane Glass Mats 
and Streamers 

M. H. Levine Company, New York City, 
are sole manufacturers and distributors of 
the Cellophane Streamer and Radiant Grass 
Mat, the only mat made of cellophane (cellu- 
lose film). Both items, made in all colors 
of cellophane (the mat, 36 inches in width, 
is obtainable in any length desired), are 
most effective for displays as well as having 
many possibilities for all kinds of decorative 
work. The company firmly believes that the 
cellophane mat and streamer will be used 
extensively for windows of practically all 
types of displays. 





Smith Now With 
Fahey-Brockman 

William Smith succeeded A. W. Bennett 
as display manager for Fahey-Brockman 
Men’s Store, Seattle, Wash. 





Nash New Displayman For 
Grunbaum Furniture Company 

Ronald Nash, formerly with the 'Wool- 
worth Company, Seattle, Wash., is now dis- 
play manager of Grunbaum Furniture Com- 
pany of that city. 





Reflector-Hardware Corporation 
Announces New York Office 


Sales and show rooms have just been 
opened at 1328 Broadway, New York City, 
by the Reflector-Hardware Corporation, 
Chicago. The complete line of display equip- 
ment will be on display. Heretofore this 
company has serviced all of its accounts 
from its Chicago headquarters, but an ex- 
panding business has made necessary closer 
contact with the eastern markets. 

A. G. “Pete” Seaman has been chosen to 
manage the New York office and this gives 
practical assurance that the office will prove 
directly beneficial to every merchandiser who 
makes use of it. Seaman’s many years with 
Woolworth and McClellan and in serving 
both chain and department stores with dis- 
play equipment gives him an unusually fine 
background for the greater responsibilities 
he now assumes. Displaymen and mer- 
chants are cordially invited to visit when- 
ever in the metropolis. 





Stohlton Leaves Friedland Jewelry 
After Long Service 

Henry Stohlton has left the Friedland 
Jewelry Company, Seattle, Wash., after 
twenty years’ service, to become sales pro- 
motion manager for Carroll Jewelry Com- 
pany in that city. 





Bruce Accepts Position With 
Portland Electric Company 

Edward Bruce, formerly with Olds, Wort- 
man & King, Portland, Ore., is now display 
manager for Portland Electric Company. 
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YOU CAN’T HOLD THE 
_ CROWD WITHOUT 


ACTION 








® Action is what draws the crowd to the race 
track—and action is what draws the crowd to 
your window. When you add motion to your 
window, you attract the attention of nine to twen- 
ty-five times as many people. And attract them at 
a cost of less than one cent per day, the cost of 
current to run motion devices made by Motion 
Displays Inc. Devices that operate on a new elec- 
tro-magnetic principle. Inexpensive to buy, yet 
adaptable to an infinite variety of display uses. 

Our Research Department will be glad to solve 
a particular problem or suggest new adaptations 
for you at any time. 





THIS IS THE SHOWMASTER 
STANDARD MODEL 


Carries up to 150 pounds. Its 18-inch disk makes 
4 to 7 revolutions per minute. Can be used alone 
or with superstructures to form endless attrac- 
tive displays. Write for folder illustrating and de- 
scribing the Showmaster Standard Model, Re- 
volving Merchandiser, Pendulum Power Unit, 
and their manifold uses. 


MOTION DISPLAYS Inc. 
Division of Mergenthcler Linotype Company 
27 RYERSON ST. - BROOKLYN. N. Y. 
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Get a Raise 
SALARY 


Window Display 
Card Writing 
and Advertising 


at the 







KOESTER SCHOOL 


300 W. Adams St. Chicago 







for Motors 
Turntables and 
Display Mechanisms 
Force Attention with Motion! 
SPEEDWAY MOTORS — A. 
C. or Universal; plug into 
light socket without trans- 
formers; cased or skeleton models 
that mount and run in any posi- 
tion. 2 drives. TURNTABLES— 
Cast steel, ready to plug in; sup- 
port 150 Ib. SPECIAL 
MECHANISMS — Mys- 
tery pumps, etc. Low 
prices. Guaranteed. 
Speedway Mfg. Co. 

1841 So. 52nd Ave. Cicero, Ill. 











SOMETHING NEW 


SYLPHGRASS MATS 


E HAVE THE GLISTEN AND FRESHNESS 3 
E OF DEWY GRASS 

E Wonderful Backgrounds for Display Purposes 
3 IN ALL COLORS 


E We Solicit Your WRITE TODAY for : 
E Inquiry. Samples and Quotations. § 


Sylphgrass Novelty Co., Inc. 


E 705 Driggs Avenue Brooklyn, N. Y. 
E DISTRIBUTORS WRITE FOR TERRITORY : 








—T__EARN-_— 
Window Display, Advertising, 
Show Card Writing 
AT A PRACTICAL SCHOOL 
CHICAGO DISPLAY SYSTEM 


» W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 


The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 


Combination Products Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
*Actual Samples sent on request 
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Keeping Up With Ihe Eye 


By BETTY CUTTER 
Curtis Lighting, Inc., Chicago, Ill. 


Everyone, everything hurries. At least if 
they are not being left far behind. For in 
the hustle and bustle of this modern world 
our lives are speeded up mentally, physically 
and emotionally. What we do, we do in a 
hurry; what we see, we see in a hurry. 
Days are planned with a minimum of wasted 
time. Rush to work, to town for shopping, 
out to lunch, home for dinner ... aren't 
these all common phases in our daily rou- 
tine ? 

No one is more aware of how little “time” 
the up-to-date citizen has than the aggres- 
sive merchant—he has to face this fact in 
his merchandising methods. People do not 
saunter casually by his store as they did in 
the “good old days’ with nary a care on 
their minds. They walk down the street 
with determination, bent on specific errands 
or rendezvous. Nothing ... unless it be a 
three-ring circus ... distracts their atten- 
tion. They are the passersby, source of the 
merchant’s delight or sorrow. Why don't 
they come in my store? They do, if— 

He is wise. And he is if he spends time 
and effort to stop these hurrying pedestrians 
and motorists with his show windows. A 
recent survey proved that merchants are 
spending more time making their displays 
effective. Stiff competition and reduced 
budgets have made them that much more 
interested in discovering the type of dis- 
play which sells the most goods. They did 
find out this—that in the two minutes while 
the passerby is in front of the store they can 
do “big things.” 

Statistics say that 80 per cent to 87 per 
cent of our impressions come through the 
eyes ... the impressions that determine our 
decisions. If this is true, certainly the first 
eye-impression has primary importance. The 
displayman and the lighting man have the 
“say” with this first eye-impression. It is 
what they do and the way they do it that 
makes a good or bad first eye-impression. 

It is natural for the eye to look below the 
eye level rather than upward ... as a per- 
son passes a store his eye unconsciously 
sees the lower third of the show window. 
Merchants have been taking advantage of 
this fact by planning their displays for this 
portion of the window. Important mer- 
chandise is placed in the “attraction-zone” 
(as the lower third is named) because it 
sells in greater quantities and faster . 
but, the maximum results from the “attrac- 
tion-zone” are only possible when this area 
is more brightly lighted than the rest of the 
window. It is then that the display takes on 
new “life” ... has more eye appeal... is 
easier to see... and to see quickly! 

Display backgrounds are designed to sell 
merchandise, and so should be the case in 
designing the lighting—both are selling aids 
and should not distract in any way from the 
merchandise. High-lighting the “attraction- 
zone” has been done by floodlights which 


supplemented the regular show window re- ~ 


flectors. Merchants have asked, “Why can’t 
one unit do all the work?” Their question 


is easily answered today, for there is a new 
reflector that will do the double duty, con- 
centrate 35 per cent to 50 per cent more 
light on the “attraction-zone,” and yet fur- 
nish sufficient light in the remainder of the 
window. The reflector may be used on ex- 
isting equipment with 150 or 200-watt lamps 
and requires no special wiring. 

Windows that have seemed heretofore 
“dead” selling spots will run a race with 
the best of salesmen ... your store will get 
the business on the street if it stands out 
from the rest . . . it will look modern if the 
lighting is modern .. . all these will happen 
if the display and the lighting are happily 
located in the “attraction-zone.” 





Women's Auxiliary Program For 

l. A. D. M. Convention 
The St. Louis group of the Women’s Aux- 

iliary of the I. A. D. M. and the national 
officers of the Auxiliary announce the fol- 
lowing program of entertainment and events 
for the wives .of displaymen who will ac- 
company their husbands to the St. Louis 
convention: 

Sunday, August 4—Registration, New Hotel 
Jefferson; evening, boat ride, S. S. Presi- 
dent, on Mississippi. 

Monday, August 5— Morning, innovation, 
New Hotel Jefferson; afternoon, sight- 
seeing tour; evening, $20,000 style show, 
Municipal auditorium. 

Tuesday, August 6—Morning, shopping tour; 
1:00 p. m., bridge-luncheon, Meadow Brook 
Country Club; evening, St. Louis Munici- 
pal Opera, “Desert Song.” 

Wednesday, August 7—Noon, business lunch- 
eon; evening, outdoor banquet, North Hills 
Country Club; floor show, dancing pa- 
vilion. 

Thursday, August 8—Morning, tour and 
luncheon, Anheuser Busch. 

Women attending the convention should 
register at the I. A. D. M. headquarters reg- 
istration desk, which will be located in the 
center of the main lobby. Register imme- 
diately upon arrival or as soon thereafter 
as possible in order to obtain tickets in 
time for the Sunday night boat ride. 





New York Office Established 
By Creative Displays 

A New York sales office has just been 
opened by Creative Displays, Inc., Chicago, 
Ill., which will be under the direction of S. 
B. Holtz, who has been in charge of all sales 
for this company the past year. It will be 
located at 36-46 East Thirty-first street, 
occupying nearly 5,000 square feet of floor 
space devoted to office, showroom and ware- 
house for Colordex, the corrugated decora- 
tive paper which the company distributes 
nationally. The office will not only handle 
the sale of Colordex but will also develop 
contracts for both the window display in- 
stallation and display production divisions of 
this company. 
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Lowe Resigns Position 
At Turrell's 

Ed Lowe resigned as display manager, 
Turrell Shoe Company, Seattle, Wash., and 
has not yet announced his future plans. He 
has been succeeded by Eryle Day, formerly 
of Rhodes Department Store. 





Johnson Display Director For 
New Carew & Shaw's 

Charles W. Johnson has recently taken 
over the. display managership of Carew & 
Shaw’s new store on Second and Union, 
Seattle, Wash. 





Pease Resigns As Display 
Manager For Paris 

Rolland Pease, formerly president of the 
Great Falls, Mont., Display Club and dis- 
play manager of the Paris in that city, is 
now manager of the Hughes Apparel Shop. 
George W. Gomyea of Tacoma, Wash., suc- 
ceeds Pease at the Paris. 


STORE BUILDING DISPLAY LIGHTING 
AS A BUSINESS ASSET 
[Continued from page 21] 

ing district becomes a fairy land of beauty 

to which people will return many times for 

the pleasure of being there. 

It is not new. The results are certain. 
Many communities have followed this plan 
and have prospered. It now remains to edu- 
cate the business men to the fact that money 
spent in developing a lighted community is 
an investment certain to yield adequate and 
immediate returns. Once the inertia of years 
of darkness is overcome, individual mer- 
chants will realize that they can not afford 
to leave their places of business in dark- 
ness whether their stores are open at night 
or not. 

Let us then take the powerful tools that 
draw the dollars from our pockets at the 
world’s great playgrounds and put them to 
work at drawing business to our stores and 
communities every day in the week. Make 
lighting displays a permanent celebration 
in the old home town. 

Light gives an atmosphere of life to any 
community and makes men buy. 

Light not only builds trade but adequate 
lighting builds trade faster than insufficient 
lighting. 

Light is cheap advertising. Many success- 
ful business institutions bear witness to the 
fact that the cost is negligible compared 
with the returns. 

And finally, a lighted community means 
more business for the individual than iso- 
lated displays here and there surrounded by 
general darkness. 


A SIMPLE DISPLAY METHOD THAT 
SOLD SUNDRIES 
[Continued from page 18] 

average girl who works can not buy her 
toilet needs in the daytime at the 5 and 10, 
or she forgets to buy them. As she passes 
by the window at night she is suddenly re- 
minded of her needs and drops in. Or she 
is short of change until pay day. She finds 
she can buy a 10-cent Jontil powder. She 
can not spare any more until pay day Satur- 
day, but she knows she can buy a 10-cent 
powder in the store tonight after the other 
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stores are all closed. Then it is up to the 
saleswoman to suggest that we have a 50- 
cent size also. In that way we frequently 
have a chance to sell a larger size of any of 
these articles shown in the window. 

“This idea also adds a touch of color and 
novelty to your window. It has produced 
many times the volume of business formerly 
obtained from individual items on mass dis- 
play, or isolated displays built to catch the 
eye, which could not be grouped half so 
effectively. The idea as a merchandising 
and display feature has no equal and has 
many times surpassed our expectations. 

“The passer-by stopping to look in at the 
window immediately gets the idea without 
further descriptive words and phrases. It 
pulls them into the store. 

“We also use the same sort of window 
display idea for sundries, but on a much 
larger scale. This is run in 4-foot sections 
with a step arrangement at the bottom, with 
a display sign, ‘There Must Be Some Item 
In This Window You Need—The Prices Are 
Right,” and we show the price of each 
separate item. 

“In this display we show such items as 
fountain pen and pencil sets, wrist watches, 
hair combs, flashlights, electric toasters, vi- 
brators, hair dryers, electric mixers, flat 
irons, lamps, cameras, scales, Vimray lights, 
chamois and sponges, hand mirrors, clocks, 
watches, thermos bottles, cuticle scissors— 
in fact, 109 items to be exact, and we labeled 
the display ‘109 Special Features at Lig- 
getts.’ 

“These items are all such as show a good 
price profit and at the same time are also a 
good price to the customer. They are all 
profitable items to sell. And the items shown 
in the window are such as everybody uses 
and will buy on sight. Take cuticle scissors, 
which is something the average woman loses 
and forgets to buy a pair until she sees them 
on display somewhere. 


“This sundry window has not only at- 
trated a lot of attention but it has also 
boosted volume. In this window we show 
two or three of each, and the display signs 
and the merchandise are all balanced. The 
squares in this display are 11 inches each, 
four across and four down. We use great 
care in setting up such a window. All of 
the merchandise is set up downstairs and 
then moved. Instead of hanging heavy 
items in one corner, we move them around 
to balance the setting. The bottom step is 
12 inches high. 

“We use something of the same idea in 
our displays for peanuts, almonds, and 
similar merchandise. We will take a’ piece 
of wallboard and back it up with 1-inch 
firring, and put some more wallboard in 
back of that to form a container for the 
merchandise, and in the front cut-out we 
put window glass. You can make any design 
you want—heart or diamond shape, circular 
or eliptical—and then you simply pour your 
peanuts or almonts in the space provided. 
Where formerly we would dump them into 
the window for mass display, and where 
they were subject to infestation and some- 
times damaged so they couldn’t be sold, now 
they are kept practically air tight and in 
fine merchandising condition. The back- 
ground also lends itself to an excellent 
display.” 
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ISIT our booth at the 
convention and get. ac- 
quainted with Maharam 
service and cooperation. 

Originators, manufacturers, 
distributors of Fabrics and 


Catering Accessories for Display. 


To The 4 
Display A few of our items: 
p ‘ DISPLAY FABRICS 
Field i DISPLAY PAPERS 
7 : DIE-CUT ULE 
For Over fl yyMBo CORRUGATE 
20 Years 1 COLORDEX — COROBUFF 


MOULDINGS--CORK--TUBES 
and hundreds of others 





N. Y., 107 W. 48th St. 
Chicago, 6 E. Lake St. 
ROSTON ST. LOUIS CLEVELAND DETROIT 








V4 
OMBTORIZED REDUCTION 
UNITS AND 


REVOLVING MECHANISMS 


MERKLE-KORFF 
- GEAR CO. 


213 N. MORGAN ST. 
CHICAGO ILL. 











The Fountain Air Brush 


The AirBrash of the Particular Artist 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, IIl. 
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CONVENTION 
HEADQUARTERS 


International Association 
of Display Men 


August 5-6-7-8, 1935 


Chosen for its ideal facilities to serve 
the Convention 





800 Rooms 
From $3.00 to $5.00 


Two single connecting rooms with bath 
between at $2.50 per room 


COMFORT 
CONVENIENCE 
COMPLETE SERVICE 








pLaiIn DISPLAY PAPERS rancy 


CORKETTE-METAL-WOOD DESIGNS 
CORRUGATED 
COROBUFF-GLOSSIROL (Gloss Finish) 
SEND FOR SAMPLES 


DUANE DISPLAY ACCESSORY Co. 
143 W. BROADWAY NEW YORK, N. Y. 








THE AUGUST ISSUE 


will contain a 


COMPLETE REPORT 


of the 


I. A. D. M. CONVENTION 
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Crandic Display Club Unites 


Two lowa Cities 

This is to introduce to you the Crandic 
Display Club, consisting of displaymen lo- 
cated in Cedar Rapids and Iowa City, Iowa. 
At the first meeting six months ago, it was 
decided that due to the great number of dis- 
playmen located in Cedar Rapids, three con- 
secutive monthly meetings would be held 
there to one in Iowa City. Since the incep- 
tion of the club, meetings have included dis- 
play demonstrations by members, speakers 
from various businesses and_ professions, 
manufacturers’ exhibits, refreshments, and 
picnics besides the regular business and dis- 
cussions. 

At a recent Iowa City meeting, Ed 
Urbans, Bremer’s, president of the club, se- 
cured C. L. Sanders, head of the advertising 
department, University of Iowa, to speak 
on magazine and newspaper advertising and 
its relationship to window display. Sanders 
was more than theoretical in his talk, for 
he explained the practical, everyday utili- 
tarian aims of many advertising media and 
contrasted their merits, with those of win- 
dow selling. 

Live model draping is always interesting 
to displaymen and especially so when the 
models are pretty. On the same program 
Moie Hamburger, Strub’s Department Store, 
Iowa City, presented a draping demonstra- 
tion with the aid of two university models. 
Several new materials, style trends and en- 
sembles were shown. 


Hamburger is the winner of last year’s 
I. A. D. M. live model draping contest. Af- 
ter the meeting, advertising and display 
problems were discussed, which proved both 
interesting and informative. 

The June meeting took the form of a 
picnic, held in Cedar Rapids. Wives and 
sweethearts were cordially invited and did 
most of the work. (Displaymen will be dis- 
playmen.) After the feast, games, or rather, 
a game was played. My life is endangered 
by mentioning it, but at least by doing so 
we may be certain that other forms of en- 
tertainment will be pursued at future meet- 
ings. It was “Drop-the-handkerchief” (and 
displaymen, too). 

For the next meeting, the members will 
meet at Cedar Rapids, where they will be 
taken by motor boat (with Al Ellis aqua- 
planing behind) to picnic grounds several 
miles up the river—Reported by Herbert 
Newman, secretary. 





MERCHANDISE YOUR DISPLAYS 
[Continued from page 14] 


Window space cannot be increased or de- 
creased to effectively conform with a variable 
advertising schedule. Display requires more 
time for preparation and installation, and as 
a rule, production is more costly than the 
art work, cuts, and copywriting that go into 
the production of an ad. However, while the 
ad is exposed only once to a given number 
of people, the display continues to make im- 
pressions upon those who. may have already 
seen it, and attracts new interest hourly. It 
seems perfectly logical, then, that displays 
first need to be more carefully planned, and 
second, that they shoud remain long enough 
to allow a majority of the potential side- 
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walk circulation the opportunity to see them. 
This ought to take about a week. 

How many times do you recall having seen 
the same type of window used for the same 
kind of sale? Not many. It seems like good 
business sense to me, to repeat outstanding 
display successes just as we do outstanding 
sales events, and to keep on repeating them 
as long as they continue to “click.” Displays 
for annual or semi-annual events, particularly, 
ought to be duplicated in character and ap- 
pearance. The same color and kind of back- 
ground, a very similar merchandise arrange- 
ment, and a duplication of background and 
feature card copy. . A winner is always worth 
a second bet. 

Nationally advertised items that are foot- 
balled to death are becoming scarce articles 
in most department store windows. There are 
good reasons for, and probably more reasons 
against, such displays. However, price-main- 
tained goods are probably too seldom seen 
in the windows of many popular price stores. 
Millions of advertising dollars are spent 
yearly in creating public acceptance for these 
products, and many of them carry a satis- 
factory mark-up. 


Displays, it seems to me, can serve a very 
profitable purpose in telling Mr. John Q. 
Public, “You can get these well-known items 
here.” 


The records of the sales results from such 
displays, compiled by a large distributor of 
itinerant displays for national advertisers, of- 
fers conclusive proof that such displays do 
pay dividends. There is seldom need for a 
large, exclusive showing of these goods, as 
in most instances they are quickly identified 
by the consumer. Entrance cases, or, groups 
in large windows of promotional merchandise 
of the same type, produce double-barrel ac- 
tion. Thus, the popular price stores’ repu- 


, tation for values can be maintained by making 


the feature one of outstanding price appeal, 
while the small units of nationally adver- 
tised goods associate the store with powerful 
national advertising efforts. Ways and 
means can be devised for such group showings 
whereby they need not detract from the pro- 
motional feature. In several of our stores, 
for instance, we have built wings on either 
end of our large windows. The window 
proper, for example, will display popular 
price footwear and in each of the wings we 
display one or two nationally advertised lines 
of shoes or two well-known hosiery lines. 


So much has been said recently concerning 
the sales possibilities of interior display, that 
I am certain every store of any consequence 
has for some time, and is doing, something 
about it. The trade journals are daily carry- 
ing convincing accounts about the increased 
sales that invariably result from well-timed 
and effectively-merchandised interior display 
developments. If display does a job on the 
street, there is no reason to believe that it 
cannot do a job along the traffic arteries of 
a store. Likewise, it is my contention, that 
the same principles which are found to be 
successful in window display, if applied to 
the interior of the store, should occomplish 
proportionate results. 

It is possible and advisable to plan interior 
displays that are sufficiently flexible to adapt 
themselves to several kinds of merchandise 
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and to different seasons of the year. A de- 
cided saving can be effected by so doing. 

My entire argument for better window and 
interior display resolves itself into, what I 
believe, is a much-needed correlation of mer- 
chandising, advertising, and display effort. 
Display departments, by and large, are operat- 
ing on a fairly practical basis, considering the 
degree of isolation that seems to exist, particu- 
larly in larger stores. An arrangement 
whereby considerably more merchandising in- 
formation and a more effective promotional 
coordination might be injected, will, in my 
opinion, establish display as a positive factor 
toward a common end—hetter sales. 


SMALL STORE DISPLAY PROBLEMS 

[Continued from page 12] 
There is a superlative opposite for you; oil 
field roustabouts, and teachers, many of them 
with masters degrees. Catering to all classes, 
all classes must be appealed to. The same 
principles hold true, and will hold true in 
every town regardless of how small or how 
large. The average store sets aside so much 
to take care of advertising and display, 3 per 
cent or less. In a store doing a $100,000 this 
would be $3,000. If the average store man- 
ager had stacked before him this amount, 
and knew he would have to spend it for ad- 
vertising and display, he would buy that ad- 
vertising and display as carefully as he bought 
his merchandise. 

Ada is just eighty-seven miles from Okla- 
homa City. Oklahoma City is competition. 
I have to create displays here on a par with 
theirs. It’s costly you say? Here is a typical 
example, and what was done in this instance 
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could be duplicated by the smallest store if 
they had a displayman. The straw hat win- 
dow shown in this article was installed at a 
total cost of $7.85. The backgrounds are 
made from blind stop frames covered with 
ordinary green paint, trimmed with two sil- 
ver and one black strip of moulding. The 
two circular units, just ordinary white pine 
cut out in two pieces from 18-inch stock 
with a keyhole saw and fastened together. 
They are painted silver, as is the 4-inch square 
pedestal. The long strip to which the rows 
of hats are fastened is a 4-inch wide, 6-foot 
length of pine painted flat black. The center 
floor piece is a plateau made of 3-inch pine 
with wallboard top and covered with dull 
yellow paint. The cut-out letters are of wall- 
board, and cut with a 25-cent scroll saw. 
This display is a fair sample of the stan- 
dard expected by my company. It sold hats 
for us, lots of them. Would we have sold 
them had we presented those hats in a hap- 
hazard and unattractive way? We would not. 
The results of twelve years experience as 
a displayman in a small store has led me to 
make these observations. Only so soon as 
the small store manager realizes the vital im- 
portance and necessity of modern display, and 
incorporates them into his business 100 per 
cent, will he reap the full benefits and gain 
maximum results from his efforts. 





Tucker Display Director For 
Herbert lhrig, Inc. 

Floyd E. Tucker, formerly with the retired 
firm of Livingston Bros., is now display and 
advertising manager for Herbert Ihrig, Inc., 
Seattle, Wash. 
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In St. Louis 


it’s the 


Al J. Bader Co. 
1110 Locust St. 


for your 


Brischograph 


AV & 


The Brischograph Co. 


92 E. Lakeview 
Columbus, Ohio 











OPPORTUNITY EXCHANGE 











Experienced Displayman 
Wanted 


By one of the finest men’s and women’s 
wear stores in the Southwest. Must be 
capable, alert, progressive, and able to 
make own cards. State qualifications, ex- 
periences, complete summary of past con- 
nections, references, age, etc., in first 
letter. Salary depends on you. 


Address “BOX R. B.” 
Care of DISPLAY WORLD 


For Sale or Trade! 
ZEPPELIN 


Big Christmas attraction. 
painted moving curtain. Draws children 
by thousands to store. Movement of cur- 
tain gives impression of moving airship. 
Beautiful story book scenes on curtain. 
Outside is exact replica of zeppelin. Sell 
cheap or trade. For full particulars, 
write or phone: 


Penn Traffic Company 


Johnstown, Pennsylvania 


Circular hand- 














POSITION WANTED 
Displayman, fifteen years general department 
store experience, open for immediate change. 
Married, age 35. Be, consider anything at any 
location. I. A. D. M. member. Address 
BOX “H. E.” 
Care DISPLAY WORLD 


WANTED 
Mechanical Display for Xmas Windows. 
Quote prices. Send photos. 
Address “BOX E. W.” 
Care of DISPLAY WORLD 











For the 
Latest, Novel Designs 


Floral Decorations 
See Our 


FALL LINE 


on display in our Chicago 
Sales Rooms, or watch for the 
arrival of our representative 
in your city. 1 


e 


BOTANICAL 


325 W. Madison St. 








Chicago 




















POSITION WANTED 
Artist, New York, experienced in creating dis- 
plays, lithographed advertising, labels and 
wraps, desires connection in display or adver- 
tising field. Address 
BOX “M. H.” 
Care DISPLAY WORLD 





WANT ADS 


Of all kinds, eligible for the Opportunity Ex- 
change. Only $2.00 per inch, cash with order. 
Forms for August issue close August 9. 

















| GLASS SILK (SPUN GLASS) 
Gives Snow or Ice Effec 
Pure White—Fireproof—For Window , ere 
and Decorative Purposes—Manufactured by 
FRIEDRICH & DIMMOCK 
7 EAST 42nd ST. NEW YORK 
Telephone: Murray Hill 2-4235 


@ Also ag Tubes and Rods 
' Factory: “Millville, N soe 














Distributors Wanted 
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FREE! your cory 


of THIS FAMOUS CATALOG 


The Big Value 
Book of the 
display indus- 
try. Contains 


SIGN WRITERS 


EVERY item 
< you can pos- 
SUPPLIES sibly nee d— 


all show card 
winter needs. 
Shows you how 
to save money 
and time by 
buying direct 
by mail from 
Daily. Write 

TO- 


WW for it 


6 ARTISTS 
MATERIALS 


Doty 








DAY! 
160 PAGES! 
ILLUS- 
L Daily TRATED! 
Best LDaik 
a amas 3 FULL OF 
SAVINGS! 





BERT L. DAILY, Inc. 


The House of “Perfect Stroke” Brushes & Supplies 


122 E. Third St. Dayton, Ohio 
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—Just a simple display presentation like 
this increased lamp sales for this sub- 
urban hardware merchant 150 per cent. 
It is merely a neat display of the mass 


type— 


LAMP WINDOWS CAN BE UNIQUE 
[Continued from page 9] 


average lamp window could do to effect a 
sales increase against chain-store competition, 
three large five and ten chains being located 
directly across the street. The window is re- 
produced herewith. The magic flower put 
was the center of attraction, the display 
otherwise having no special features, being 
of the simple mass type. The only decorative 
material used were several crepe paper drapes. 
At the top of the glass on both sides of the 
window was placed a window poster. 

It will surprise you as it did me to find 
that this display was the direct cause for an 
increase cf 150 per cent in lamp sales for the 
week the display occupied the window. Natur- 
ally the dealer was gratified with the results 
and made the request for a special lamp dis- 
play at periodic intervals. Now, when anyone 
tells me that displays are all right but that 
their sales results are intangible, I need 
merely cite this revealing instance. If this 
simple display could do such a splendid job, 
you may judge for yourself the results that 
could be achieved with a more elaborate dis- 
play where the merchandise is really drama- 
tized as shown in the other typical lamp dis- 
plays which accompany this presentation. 

I offer this series of lamp displays as an 
answer to the article in the March issue of 
this publication entitled, “Where in America 
Does One See Such Original Compositions 
of Light Blub Displays?” I would not de- 
tract from the excellent work that the con- 
tinental displaymen have done in developing 
a néw display technique, but we in America 
are creating displays that need no apology. 


Capex Company to Show 
New Material at St. Louis 

One of the new materials to make its bow 
at the St. Louis I. A. D. M. meet is “Capex,” 
a recently developed, colored corrugated 
board for which many advantages are 
claimed. In attendance at the Capex booth 
will be H. Elton Pease and G. A. Case, both 
of whom are well-known to the display field 
because of their many years of activity with 
the Standard Show Card Service, which 
organization they will also represent at the 
I. A. D. M. convention. They will show 
complete samples of their new line and will 
demonstrate its varied uses. 





Plastic Art Studios to Specialize 
in Display Specialties 

Mr. Nardi, for many years in architectural 
sculpture and plastic work, has established 
studios and work rooms at 152 Whiting 
street, Chicago, under the name of Plastic 
Art Studios. Nardi will specialize in high- 
grade window display units for local and 
national advertisers stressing the newer ar- 
tistic themes. 





Curtis Issues New 
Lighting Handbook 


Curtis handbook on indirect lighting lu- 
minaires ... introduces modern, distinctively 
styled luminaires suitable for small and 
large stores ... they provide uniform in- 
direct lighting of correct quality and quan- 
tity. New ideas, new materials, new de- 
signs. On page 6 are “before” and “after” 
pictures of a men’s clothing store showing 
the tremendous “selling” possibilities with 
modern indirect lighting. “Edge-Ray” lu- 
minaire, fashioned of permanent efficient 
“LunaX” aluminum is featured on page 8 
with a photograph showing an installation 
in an up-to-date display room. This fixture 
is utterly different, truly modern. “Better 
Lighting Means Better Business,” so reads 
the headline on page 11 which includes vari- 
ous types of interiors as illustrations of this 
fact. A ‘copy will be sent you upon request 
to Curtis Lighting, Inc., Chicago, III. 
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FOR DISPLAY EQUIPMENT AND DECORATIONS 





























A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. 
KLING-TITE Automatic Tackers 


THE KOESTER SCHOOL 


367 WEST ADAMS STREET 


Correspondence Instruction 




















W. L. STENSGAARD & ASSOCIATES, Inc. 


MERCHANDISE MART 


Window Display Producers and Counsellors 


SCHACK ARTIFICIAL FLOWER CO. 


327 W. VAN BUREN ST. 


Display Decorations and Materials 
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DECORATIVE PLANT CO., INC. 
230 FIFTH AVENUE, NEW YORK 


Our newly decorated showroom offers you 
many novel and unusual display ideas, 


MILEO’S 
NEW LINE OF MANNEQUINS 


Flexible and Rigid Models 
Factcry and Showroom Now Located At 


7 West 36th Street, near Fifth Avenue, New York 




















T. C. PALMENBERG, Inc. 


Most Complete Selection of Display 
Fixtures, Forms and Mannequins 


500 SEVENTH AVE., 37TH ST. 
T. C. Palmenberg R. C. Quensell 





EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 























, 
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CONVENTION, NEW JEFFERSON HOTEL, 
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For brilliant, eye-appealing window displays, use ST. LOUIS, MO., AUGUST 5, 6, 7, 8, 1935 


REYTRIM—the double duty corrugated display ma- 
terial. Strong and pliable, its three beautiful textures 
offer unlimited possibilities for unusual displays and 
wide scope for the decorator's creative abilities. 
These textures, listed below, are all of the very best 
quality, and because of special manufacturing proc- 
esses REYTRIM will always cut cleanly and sharply, 
leaving no frayed or fuzzy edges—it will not pull 
apart. 


*REYTRIM BOND—A smooth, lustrous bond finish. 
®REYTRIM GLOSS—A brilliant, sparkling gloss finish. 
*REYTRIM CREPE—A soft, satiny crepe finish. 


All textures of REYTRIM are furnished in thirty specially 
selected colors, specially selected for their color uniformity 
and to assure accuracy in color blending and matching. @All 
textures and widths are printed on the backing sheet with guide 
lines—one-inch squares, divided into quarter inches—to elimi- 
nate all bothersome measuring in cutting. @REYTRIM is 
made in the most economical widths to prevent waste and 
spoilage. Stock size rolls are @® inches wide and 20 feet 
long, and B® inches wide and 4 feet long. Each roll is 


packed in an individual corrugated container. 


®Manufacturers: The REYBURN MANUFACTURING CO., Allegheny Ave. at 32nd St., Philadelphia 
*Sole Distributors: The ACME REYTRIM CORPORATION, 305 East Forty-sixth St., New York City 











